Cigaret Makers 
Say FTC Rulings 
Won't Affect Ads 


But One Tobacco Man 
Says, ‘All We Can Use 
Now Is Our Trade Name’ 


New YorK—If the Federal Trade 
Commission’s orders against P. 
Lorillard Co. and R. J. Reynolds 
Tobacco Co. were supposed to have 
sweeping effects on cigaret ad- 
yertising, they weren’t apparent as 
AA checked cigaret advertisers last 
Bweek. 

Comments ranged from guarded 
reticence to complete non- 
chalance, and—although at least 
two companies are awaiting the re- 
port of FTC trial examiners—there 
seems to be no concrete indication 
of any change in advertising prac- 
tice. 

Conversation with tobacco ad- 
men about the FTC order turned 
up a considerable number who re- 
garded the FTC rulings as sig- 
Mnificant, but several concluded 
their observations with the words: 
"This may mean that some com- 
panies will have to change their 
advertising—but not us.” 


8 Nevertheless, there were indica- 
stions that changes of considerable 
import may be made after the situ- 
ation jells. For example, the presi- 
dent of one of the leading tobacco 


ATTACK—lowa Soap Co. calls “‘no-rinse”’ 
detergents no good in its Magic Washer 
ads in six cities. (Story on Page 77.) 


companies commented that the 
FTC thinking on the subject of cig- 
aret claims would seem to leave 
the companies nothing to adver- 
tise but the brand name. 

Queried as to whether present 
Camel advertisements would be 
altered to remove medical impli- 
cations, spokesmen at William Esty 
Co., agency for Camels, were cau- 
tious in giving “no comment” or “I 
don’t know” answers. 

R. J. Reynolds, with the “how 
mild” jingle for Camels on radio 
and television, has carried the 
“mildness” theme further in news- 
paper and magazine promotion 
with testimonials from celebrities 
and people selected to represent 
various occupational groups. 

The mildness claim in the head- 

(Continued on Page 74) 


New YorK—In 1949, an all-time 
high of $445,015,000 was spent in 
newspapers, making them the na- 
tion’s No. 1 advertising medium, 
mthe first year since 1942 that news- 
Papers have topped magazines, a 
beaming Bureau of Advertising 
announced last week. 

The 1949 total represents a gain 
mot 143% over 1948’s newspaper 
total of $389,261,000. In 1949, mag- 
azines’ revenues, as measured by 
Publishers Information Bureau, 
totaled $412,414,584, with farm 
Magazines adding another $28,380,- 
58—a total of $440,795,042. 

Radio and television accounted 
Bfor $376,400,329—network expen- 
Sditures, from PIB, were $187,800,- 
$29. Spot radio expenditure was 
$170,100,000, and television expen- 
ditures totaled $18,500,000 for both 
mnetwork and spot, according to 
bfoadcasting estimates. 


m™@ Harold S. Barnes, director of 
mthe Bureau of Advertising, ANPA, 
mioted that the then all-time high 
of newspapers in 1946 was $270,- 
000,000—and that the 1949 expen- 
ditures were 64.8% higher. 

The 1949 figure for newspaper 
mMational advertising is a projection, 
tie bureau said, based on actual 
mrpace measurements of all “na- 
@uonal” advertising (i.e., general 
Plus automotive) carried by 1,260 
bekday and 430 Sunday news- 


iNewspapers Set All-time Record 
with $445,015,000 of Ads in 1949 


papers. The weekday newspapers 
have a combined circulation of 50,- 
386,219—or some 95.3% of total 
U. S. weekday circulation, while 
the Sunday total is 44,840,339— 
or 96.6% of total Sunday circula- 
tion. The bureau says that the 
newspapers actually measured ac- 
count for 95.6% of the projected 
total of $445,015,000. 


= Contributing to newspapers’ 
eclipse of magazines as the lead- 
(Continued on Page 71) 


Convention Season 


is now in full swing. 
Check your dates on 
Page 11. Other features: 


Advertising Market Place ..........c.sssss000+ 60 
Along the Media Path ............:cccccsesssevee 59 
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How Procter & Gamble’s Ad Staff 
Functions; First of 3 Articles 


Here is the first of three articles explaining the op- 
eration and organization of the advertising depart- 
ment of Procter & Gamble Co., America’s largest ad- 
vertiser. It is the first full-scale view of P&G's advertis- 
ing operations ever presented to the public, and fol- 
lows an on-the-spot review of P&G advertising opera- 
tions made with the cooperation of P&G officials by 
John Crichton, executive editor of Advertising Age. 


Big-Name Speakers at NAB Meeting 
Bypass Radio's Problem of Survival 


Many Disappointed by 
Meeting; ‘Workshops’ 
Draw Most Interest 


CuIcaAGoO—The annual convention 
of the National Association of 
Broadcasters here last week failed 
to attack AM radio’s primary 
problem—survival—and broad- 
casters were disappointed by the 
failure. / 

A convention program studded 
with speakers of national and in- 


For other news of the NAB 
meeting see Pages 2, 63, 66, 75 and 
76. 


ternational prominence somehow 
missed the mark. 

Convention registration this year 
was off from 20%-25%, as 


compared with the 1949 meeting, 
and attendance at most sessions 
was mediocre. 

During the membership meet- 
ing on Tuesday morning, fewer 
than 100 members sat in the voting 
section to hear a report on the 
Broadcast Measurement Bureau 
(to be succeeded by Broadcast 
Audience Measurement Inc.) and 
to approve resolutions. And only 
three or four members offered 
opinions from the floor. 

Significantly, the greatest in- 
terest and discussion at the three- 
day meeting centered around ses- 
sions on FM radio, labor-man- 
agement relations and television. 

Unlike the remainder of the pro- 
gram, these three meetings were 
the “workshop” type, in which 
panel speakers discussed the prin- 
cipal problems and were joined 

(Continued on Page 72) 


Last Minute News Flashes 


Bien Jolie Foundations to Hirshon-Garfield 


NEWARK—Benjamin & Johnes, manufacturer of Bien Jolie foundation 
garments, has switched from Alfred F. Tobar Advertising to Hirshon- 
Garfield, New York. Starting in July, an advertising budget for the 
current year of $250,000 will be appropriated for newspapers, maga- 


zines and business publications. 


Chesapeake & Ohio Appoints Conahay Agency 

NEw YorK—The Chesapeake & Ohio Railroad has named Robert 
Conahay & Associates to handle advertising of the Greenbrier Hotel 
and on-line, sales and coal advertising of the C&O. The C&O account 
was recently resigned by Kenyon & Eckhardt. 


AA Chicago Office Moves; Change Your Records 

On Friday, April 14, the Chicago office of ADVERTISING 
AGE was moved to new quarters. The new address is 200 E. 
Illinois St., Chicago 11, Ill. The old address was 100 E. Ohio 
St., Chicago 11, Ill. PLEASE CHANGE YOUR RECORDS. 
The telephone number—DEL. 7-1336—remains unchanged. 


Puerto Rican Rum Campaign Starts in May 


NEw YorK—First ads in the $1,000,000 promotion of Puerto Rico rum 
by the Insular Development Co. will break in May and run through 
August in full-page, four-color insertions in 11 magazines: American 
Magazine, Collier’s, Cosmopolitan, Cue, Esquire, Holiday, Life, Look, 
The New Yorker, Newsweek, and Time. Starting June 28 and running to 
Sept. 4, ads of various sizes will be carried in 22 newspapers across the 
country. In addition, 30 business papers will be used. Public announce- 
ment of the campaign will be made April 25 at a luncheon sponsored 
by the rum committee of the National Association of Alcoholic Bever- 


age Importers. 


(Additional News Flashes on Page 75) 


AA Writer Does Intimate 
Study of Ad Operations 
of Biggest Advertiser 


By JOHN CRICHTON 

CINCINNATI—Procter & Gamble’s 
advertising department is at the 
core of a hard-hitting sales- 
minded company, operating in the 
toughest competition American 
business affords. 

There are 95 advertising depart- 
ment men in the company’s main 
offices in Cincinnati, topped by a 
vice-president; this figure does not 
include field advertising supervis- 
ors and crews, advertising ware- 
house men and others who work 
out of the office. 

These men are responsible for 
spending (in 1949) an esti- 
mated $4,519,441 in magazines, 
$227,885 in farm magazines, $2,- 
927,290 in newspaper-distributed 
magazines, $17,315,092 in network 
radio, $107,310 in network televi- 
sion. P&G’s newspaper expendi- 
tures in 1949 are not yet measured, 
but are believed to be higher than 
the $8,373,006 spent in 1948. In 
addition, estimated talent expendi- 
tures in radio and TV were—at 
times—more than $103,850 a week 
for P&G’s shows. 


s Thus, P&G admen okay the ex- 
penditure of more than $33,500,000, 
but they seldom refer to the fig- 
ure, because the company thinks 
of its expenditures not as a lump 
sum, but as a wide range of indi- 
vidual budgets for separate 
brands. 

Further, P&G admen work in a 
bewildering maze of company 
operations: time is “sold” by one 
brand to another, cut-ins for new 
brands are made on network ra- 
dio shows sponsored by another 
P&G brand. The ramifications of 
the company are equally intri- 
cate: Tide is called Ace in Cuba, 
is packaged in a Duz box, and uses 
the Duz slogan—“Ace Does Every- 
thing.” . 

Finally, where most of its com- 
petitors have one brand in a field, 
P&G may have several (Tide com- 
petes with Duz and Oxydol, which 
compete with each other). This 
frequently means that P&G’s hot- 
test competitor is P&G. 


ws P&G seeks brilliance in copy 
and men, but it insists on hard- 
selling consistency. It bills none 
of its leaders as a “genius,” and 
prefers team operation. 

The key to the Procter & Gam- 
ble advertising operations is the 
smooth coordination of a large 
number of men who know their 
business—and the man who brings 
these skills to bear on the adver- 
tising and promotion problems of 
a given product is the brand man. 

He works closely with the sales 
department on basic marketing 
problems, the chemical division on 
product improvements, his own 
department’s media, art and pack- 
aging, copy, radio and merchan- 
dising people, and in general sees 
(Continued on Page 54) 
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Trouble Ahead 
for AM Stations, 
Says FCC's Coy 


Revenue and Earnings 
Statistics Show Tough 
Going for Newer Outlets 


CuIcaco—Wayne Coy, chairman 
of the Federal Communications 
Commission, indicated to the Na- 
tional Association of Broadcasters 
here Tuesday that he expects a 


Broadcasters 


fairly large number of AM stations 
to sink in the economic morass be- 
fore too long. 

At the same time, he made it 
clear that the FCC has no intention 
of overlooking the statutory re- 


quirement of operation “in the 
public interest,” regardless of the 
financial outlook for individual 
stations. 

The economic picture Mr. Coy 
painted, while. exhibiting signs of 
an ultimate silver lining, was far 
from reassuring for the majority 
of AM stations. 


s Basing his calculations on the 
1949 annual preliminary financial 
reports released by the FCC [com- 
plete details on Page 43] Mr. Coy 
reported that total broadcast rev- 
enue—from AM, FM and TV—is 
estimated at nearly $460,000,000 for 
1949, an increase of $43,000,000 or 
10.3% from 1948, but: 

AM and FM combined contrib- 
uted only $18,000,000 to the in- 
crease, the remaining $25,000,000 
coming from TV; 

Total station revenue for AM 
stations two years old or older was 
0.8% lower than in 1948, while ex- 
penses climbed 1.2% and net in- 
come dropped 10%; 

Average 1949 income of 1,466 
two-year-old-and-older AM _ sta- 


tions was $32,100; 821 prewar sta- 
tions had average income of $52,- 
000, 13% below 1948; and 645 war- 
time and postwar stations (but not 
including those established in the 
last two years) had an average 
income of $6,700; 

The 821 prewar AM stations ac- 
counted for 94% of the income last 
year, while the 1,200 war and post- 
war stations shared the remaining 
6%. 


se “Here,” said Mr. Coy, “is the 
Achilles heel of our standard 
broadcasting system in meeting the 
transition problems. This pie of 
total station income before taxes 
has been shrinking each year since 
the end of the war. A large propor- 
tion of wartime and postwar sta- 
tions, with an average annual in- 
come now of only $6,700, may find 
the competition of the transition 
period too severe for survival.” 

Strangely, Mr. Coy said, there 
was little or no impact of TV on 
AM income last year—established 
stations in TV communities lost 
only 1.8% in revenue, while those 


"| dare you. Just tell me once more how The Des Moines 
Sunday Register covers all of lowa” 


Little lady, you wouldn’t be upset if you were an advertiser 


in The 


s Moines Sunday Register. No, sir! You'd be 


tickled pink with the lowa-wide advertising coverage it 


gives you. 


It’s as important as Sunda 


breakfast for more than 


500,000 Iowa families! It completely dominates 82 of lowa’s 
99 counties (50% to 100% family coverage) with not less 


than 25 in the others. 


Iowa's fame as a prime market is richly earned. Two and 
a half million people spend over 5 billion dollars a year— 
comprise an urban market that outspends St. Louis, Cleve- 


lan 
. one in the nation. 


or Boston—a farm market that’s consistently number 


Yes, for covertan, The Des Moines Sunday Register with 


its 500,000 circu 


illine rate, only $1.63. 


ation (only 9 other cities have Sunday 
oor as big) is unique in Iowa. It belongs in your plans. 


ABC Circulation March 31, 1950: 
Daily, 372,05 1—Sunday, 540,192 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [TRIBUNE 


in non-TV cities increased 0.3%. 


ws The TV picture itself, he said, is 
written glowingly in red ink. Net- 
work and station revenue quad- 
rupled last year, going from $9,- 
000,000 in 1948 to $34,000,000 last 
year, but the networks and their 
13 owned and operated stations lost 
$12,000,000, and the other 84 TV 
stations lost $12,500,000. 

“All the TV networks (including 
their stations) and all but six of 
the other 84 TV stations reported 
losses from their total operations 
during the year,” Mr. Coy said. “It 
is probably true, however, that 
some stations were achieving profit 
status by the end of the year, al- 
though insufficient to counter-bal- 
ance losses from the earlier part 
of the year.” 

As far as the networks are con- 
cerned, he reported, AM revenues 
were maintained last year at about 
1948 levels, and TV revenues in- 
creased sharply. But TV _ losses 
were up sharply, so that, despite 
savings which boosted AM earn- 
ings before taxes by 11.3%, over- 
all network income before taxes 
in 1949 was down 30.1% from the 
previous year. 


a A look at selected cities, Mr. 
Coy said, shows that in Washington, 
TV got 18% of all broadcast dol- 
lars, and AM revenues dropped; 
in New York, TV accounted for 
17% of total station revenues, but 
AM revenues went up slightly. In 
Chicago, TV accounted for 12% of 
total revenue, and AM revenues 
dropped slightly; in Los Angeles, 
TV got 15.1% of total revenues and 
AM revenues went up; in Boston, 
also, TV took 14% of total revenue 
but AM revenues went up. 

“These figures from networks 
and selected cities seem to bear out 
the general conclusion,” he said, 
“that TV has not made significant 
impact on AM revenues. TV seems 
to be attracting new sources of 
revenue either from increased ad- 
vertising expenditures by Ameri- 
can business or from money here- 
tofore spent with other media.” 


s Turning to the matter of pro- 
gramming, Mr. Coy made it clear 
that he expects stations to serve 
their local interests, to put on live 
local shows, to discuss local is- 
sues, and to keep a reasonable 
amount of time clear for “public 
interest” programs, regardless of 
commercial values. 

“What is the broadcaster’s re- 
sponsibility to the public interest 
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in regard to such matters as poo; 
taste, and in regard to excessive 
and indiscriminate crime and hor. 
ror programming?,” he asked. 

“It is assumed,” he answered, 
“that the average broadcaster 
knows what is right and proper... 
There is a growing revulsion 
against lapses of good taste and 
against excessive and indiscrimj- 
nate crime and horror program. 
ming, including the pious ‘crime 
does not pay’ programs for chil. 
dren... 

“How is the public interest to 
be safeguarded in the handling of 
controversial issues? Obviously, a 
licensee ... is a trustee, not for one 
faction of the public or the other, 
but for all the people with many 
divergent viewpoints...In short, 
the broadcaster who embarks on 
editorializing by presenting one 
side of an issue does not satisfy the 
public interest if he merely sits in 
his office and waits for someone to 
show up and demand time to pre- 
sent the other side. It is up to him 
to pick up the telephone or put 
on his hat and coat and go out and 
make a conscientious effort to en- 
list some responsible representative 
of the other side.” 


a On the subject of television and 
its immediate future, Mr. Coy was 
short and simple: 

“A year has gone by since I last 
addressed this gathering,” he said. 
“In that year I have learned a lot 
about television and I am even less 
certain of the answers to your 
questions than I was a year ago. 
I am even less certain about the 
time when we will get out of the 
freeze. I certainiy hope—and let 
me repeat the word ‘hope’—that 
we get out of the freeze before the 
end of the year. I pray that it will 
be earlier. I do not predict when.” 


Harrison Joins Courtaulds 

J. J. Harrison, formerly with 
Circle Bar Knitting Co., Owen 
Sound, Ont., and the Toronto Ho- 
siery Co., has been appointed to the 
Toronto area sales office of Cour- 
taulds (Canada) Ltd., as assistant 
to G. V. Meyrick. Mr. Harrison will 
concentrate on the sale of Cour- 
taulds yarn to the knitting trade. 


Hood Buys Video Spots 

Hood Rubber Co., a division of 
B. F. Goodrich Co., Watertown, 
Mass., is making its entry into 
television with a series of one 
minute film announcements in all 
major markets. P-F Canvas shoes 
are featured. McCann-Erickson is 
the agency. 


Spread your advertising on thick 


COVERAGE. When you’re selling to 
amass market, you want to include 
everybody. And that’s just what you 
do when you use potent GOA pan- 
els. For nearly everyone sees Out- 
door Advertising. They keep seeing 
it, too... morning, noon or night 
...every time they go outdoors. 


AS SD ae aan eer ye ge ee 
ies a ee eee Toe 


No, Outdoor never lets up! General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 
Illinois. 
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QUARTER. IN ESQUIRES HISTORY 


800,000 CONSIDER THESE FACTS—THEN DECIDE 
WHAT ROLE ESQUIRE SHOULD PLAY IN 
YOUR ADVERTISING PROGRAM. 


UP! UP! UP! 
Highest net paid 
A.B.C. circulation in 
Esquire history 


FACT 1: Esquire circulation for the first three 
700,000 months of 1950 averaged 802,000—the largest 
of any quarter in Esquire’s history! 


FACT 2: Esquire newsstand sales for the 
first three months of 1950 averaged 421,000 
— evidence of continued gains and vitality 
for the largest selling 50¢ magazine on the 
newsstands today! 


FACT 3: Month after month for 22 consecu- 
500,000 tive issues, Esquire’s circulation has exceeded 
UP! UP! UP! that of the corresponding month in the year 


Still further gains preceding. 
in newsstand sales 


400,000 FACT 4: Each copy of Esquire is read by 
over 10 real, live readers, the largest number 
of readers-per-copy of any national magazine. 


FACT 5: With rates based on a 650,000 guar- 
300,000 or ; rit 

antee, Esquire is consistently delivering a cir- 

culation benus in excess of 100,000 per issue. 


FACT 6: No advertising sells like advertising 
200,000 in the service magazines, and... 


© Esq., Inc. 1948 1949 1950 
Ist quarter 1st quarter Ist quarter 
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McKesson-Robbins’ 
Lipscomb Is Named 
Head of Pepsodent 


New YorkK—Lever Bros. Co. has 
appointed Charles T. Lipscomb Jr. 
president of the Pepsodent Divi- 
sion, to succeed 
Henry F. Woulfe, 
who was shifted 
from head of the 
Pepsodent Divi- 
sion to vice-pres- 
ident of midwest- 
ern operations, a 
position he has 
resigned effective 
May 1. 

Mr. Lipscomb 
is joining the 
Pepsodent Divi- 
sion from McKesson & Robbins, 
where he served as vice-president 
and general sales manager. 

Herman C. Nolen, previously 
vice-president of McKesson & Rob- 
bins in charge of drug buying, has 
been promoted by McKesson to 


C. T. Lipscomb 


the newly created position of vice- 
president over drug merchandising. 
Mr. Nolen will take over the super- 
vision of all drug sales and buying 
activities previously assigned to 
Mr. Lipscomb. 


s Mr. Lipscomb joined McKesson 
& Robbins in 1942 from the na- 
tional sales department of the 
Coca-Cola Co. He began his busi- 
ness career with an 1l-year associ- 
ation with Vick Chemical Co. 
Earlier this month, Lever named 
Ted Palmer, who had been radio 
and television director of Kastor, 
Farrell, Chesley & Clifford and 
assistant to the agency’s president, 
as assistant advertising manager of 
the Pepsodent Division. Mr. 
Palmer was with Procter & Gam- 
ble before his assignment with the 
agency. ‘ 


Knodel Heads Council 


William Knodel of Avery-Kno- 
del has been named chairman of 
the Chicago council of the National 
Association of Radio Station Rep- 
resentatives. 


Mutual Introduces 
Its Five-Station 
Television Network 


Cuicaco—Frank White, presi- 
dent of Mutual Broadcasting Sys- 
tem, last week announced that MBS 
now is offering advertisers a five- 
station Mutual television network 
—forerunner of more extensive 
web coverage in the future. 

At the close of the annual meet- 
ing of Mutual stockholders, Mr. 
White said that while detailed 
plans for an over-all video pro- 
gramming service have not been 
worked out, the five-station net- 
work is now available. 

Stations comprising the basic 
Mutual web include WOR-TV, 
New York; WGN-TV, Chicago; 
WNAC-TV, Boston; WOIC, Wash- 
ington, and KTSL, Hollywood. 
These cities, Mr. White carefully 
pointed out, contain more than half 
of all video receivers in the hands 
of consumers. 

Advertisers may buy all five 


stations at a package rate or they 
may buy stations individually. 
Coaxial cable will be used to link 
the eastern group and kinescope 
recordings will be used to tie in 
the Los Angeles station. 

He also reported that all of- 
ficers and directors have been 
elected for another year; that “no 
offers for the purchase of the Mu- 
tual network are being either en- 
tertained or sought,” and that the 
directors approved an increased 
budget to expand the programming 
and promotional activities of the 
network’s 540 AM stations. 


NBC Adds WJIM-TV 

National Broadcasttng Co. has 
signed WJIM-TV, Lansing, Mich., 
as the 30th member of its intercon- 
nected television network. WJIM- 
TV, which begins operation April 
30, will be on the air six days a 
week, Sundays through Fridays, 
from 6-11 p.m. 


Grubb & Petersen Moves 

Grubb & Petersen Advertising 
has moved its offices to 111 N. 
Market St., Champaign, III. 
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THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


1. In one package, you reach 8,575,000 women. ..shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30's or younger. 


THROUGH 


TRUE Story 
Woment Group 


TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


lf 


2. You reach this market at rock-bottom cost—as little as 


$1.22 per page per thousand! 


3. 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 


TSWG speaks their language. 


4. They’re the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 


~ » » 


SEIlil THE FAST.SDENDING WAGE-EARNER MARK ‘ RC -£ 
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Advertising Age, April 24, 1959 


Donaldson to 
Plug Economy 
at Rate Hearings 


WaASHINGTON—Postmaster Gen. 
eral Jesse Donaldson goes before 
the Senate post office committee 
Tuesday to demand higher postage 
rates—and to defend the nation. 
wide cut in postal service. 

Donaldson’s announcement of 
economy measures Wednesday an- 
gered most members of Congress 
but may have strengthened his 
hand in his fight for a substantial 
increase in the rates charged pub- 
lishers, advertisers and other busi- 
ness mail users. 

When Donaldson finishes, hear- 
ings are to continue on a two-day- 
a-week schedule until mail users 
have an opportunity to “rebut” 
provisions of a $150,000,000 rate 
increase bill already passed by the 
House and now pending before the 
Senate group (AA, April 17). 


= In his notice to postmasters, the 
Postmaster General outlined in de- 
tail the geteriorating financial 
situation. Reporting a record $551,- 
000,000 deficit for fiscal 1949, he 
said-this occurred at a time when 


-|publishers, advertisers and other 


low-revenue classes were substan- 
tially increasing their use of the 
mail. 

When the cutbacks in deliveries 
are effective (they will be effec- 
tive here May 20) priority is to go 
to airmail, first class and daily 
newspapers, the Postmaster Gen- 
eral said. 

Magazines, weeklies and direct 
mail matter apparently face delay. 
Postmasters were specifically in- 
structed to discontinue night work 
on low-revenue classes such as 
third class. 

Congress itself was angry, but 
divided on the steps to be taken. 
Rep. Clarence Cannon (D., Mo.), 
chairman of the House appropri- 
ations committee, said he would 
back up the economy steps. Similar 
support came from Rep. John 
Taber (R., N. Y.), minority leader 
on the appropriations committee. 

But Rep. John R. Walsh 
(D., Ind.) introduced a reso- 
lution to investigate the depart- 
ment, and Sen. William Langer 
(R., N. D.) had a resolution to 
maintain the existing two-a-day 


home delivery and three-a-day 


commercial delivery schedules. 


Davega, Emerson Sign NBC's 
New ‘Answer’ TV Quiz Show 


“Answer Yes or No,” a new 
West Hooker package, will start 
April 30 over WNBT, New York, 
under the sponsorship of Davega 
Stores Corp. and Emerson Radio 
& Phonograph Corp. NBC-TV is 
offering the 30-minute quiz to lo- 
cal advertisers for sponsorship on 
a co-op basis. 

Commercials for Emerson TV 
sets probably will include free 
home demonstration offers. Ben 
Sackheim Co. is the agency for 
Davega and Foote, Cone & Belding 
handles Emerson advertising. Da- 
vega, a- heavy newspaper user, 
carried a video show a _ year or S0 
ago, when Alfred J. Silberstein- 
Bert Goldsmith handled the ac- 
count. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales — 
Blanketed by 


THE TORONTO DAILY STAR 
— 400,000 circulation (largest in Canada) 
— 80% coverage of Toronto . 
— 50% coverage of 45 prosperous Ontari¢ 

centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACT! 
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ELEVISION’S circulation in eight major 
markets (New York, Chicago, Philadelphia, 
Los Angeles, Boston, Cleveland, Washington and 
Schenectady-Albany-Troy) surpasses the circu- 
lation of the nation’s largest magazine by over 
1,500,000. That’s the equivalent of the total 


number of families in metropolitan Chicago. 


More important than circulation, however, are 
people. In these eight major markets there are 


over 10,000,000 television viewers.* 


And most important to the advertiser is sales. 


The most powerful influence of the buying habits 


NEW YORK + CHICAGO . 


sf Sst a ree ao 2 ee 


of these ten million people is their favorite local 


television station, which in these eight markets are: 


* C. E. Hooper, Nov.-Dec. 1949 estimates 3.34 viewers per TV set. 
+ NBC Research Dept. estimates, April, 1950. 


CLEVELAND 


Television Television 
Circulationt Station 
New York 1,225,000 WNBT 
Chicago 455,000 WNBQ 
Philadelphia 428,000 WPTZ 
Los Angeles 462,000 KNBH 
Boston 339,000 WBZ-TV 
Cleveland 200,000 WNBK 
Washington 118,000 WNBW 
Schenectady-Albany-Troy 70,000 WRGB 
Total .. . 3,297,000 
* HOLLYWOOD - SAN FRANCISCO 
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ABP Gives 33 Advertisers Awards 
for Copy in Merchandising Papers 


New Yorxk—Seven first award 
winners and their agencies and 26 
award of merit winners and their 
agencies were honored at a lunch- 
eon here last week by the Asso- 
ciated Business Publications for 
excellence shown in advertising 
campaigns which appeared in mer- 
chandising publications during 
1949. 

The winners were selected by a 
panel of 13 judges under the chair- 
manship of Floyd L. Triggs, ad- 
vertising manager of Riegel Paper 
& Textile Corp., from a total of 270 


entries, in the first separate con- 
test for advertising in merchandis- 
ing papers sponsored by ABP. A 
similar awards luncheon will be 
held May 2 in St. Louis for ex- 
cellence in advertising in industrial 
publications. 


s First award winners and their 
agencies were: Borden Co., New 
York, handled by Young & Rubi- 
cam; Florida Citrus Commission, 
Lakeland, Fla., handled by Benton 
& Bowles; Gay Fad Studios, Lan- 
caster, O., no agency; Montrose 


Worsted Mills, Granby, Que., han- 
dled by Harold F. Stanfield Ltd.; 
Owens-Corning Fiberglas Corp., 
textile products division, New 
York, handled by Fuller & Smith 
& Ross; Rosenstein Bros., New 
York, handled by Lancaster Ad- 
vertising; and Zerone-Zerex anti- 
freeze section, E. I. du Pont de 
Nemours & Co., Wilmington, Del., 
handled by Batten, Barton, Dur- 
stine & Osborn. 

William K. Beard Jr., president 
of ABP, presided at the luncheon, 
which was attended by about 240 
advertisers, agency representatives 
and business paper publishers. 
James G. Lyne, president of Sim- 
mons-Boardman Publishing Corp., 
and chairman of the board of ABP, 
made the presentation of the 
plaques given as awards. 


In a short talk before the pres- 
entations, Mr. Triggs said that the 
advertising of 19 of the 33 award 
winners was handled by large 
agencies, ten by small and medium- 
size agencies and four by the ad- 
vertisers without the services of 
agencies. 


ws “About half of the ads were for 
big companies,” he said, “and the 
other half for small or medium 
size companies. Geographically, 
they represent all sections of the 
country. The judges didn’t feel 
that successful business paper ad- 
vertising is the sole property of 
those in big cities, or those with 
big budgets.” 

The ads were judged, he said, 
by “a single, cold, impersonal 
standard: ‘Will it sell?’ We found 


“They spend the most 


where the most is spent” 
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BREAD 


and from 75% to 80% of many nationally adver- 
tised brands of quality foods. New YorKER sub- 
scribers live in the finest neighborhoods and 


They spend the most where the most is spent. 


“Two cups light-brown sugar, 
two cups sifted flour, half cup butter, 
one egg, half teaspoon cinnamon...”’ 


82% of THE NEW YORKER’ Circulation is concentrated in the 41 city-trading areas where 


most of the retail dollars are spent. These 41 areas account for 65% of retail food sales 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 


NEW YORK, 18, N. Y. 
SELLS THE PEOPLE 


patronize the finest shops in these rich areas. 


ITHER PEOPLE FOLLOW 
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at the end that only nine winner, 
were cleverly modern or even 
modernistic; 13 ads were highly 
professional but rather conser. 
vative; six were what we decided 
to call ‘upper-class buckeye’ in 
format, and five ads were genuine 
100% buckeye. In other words, our 
judges believed that you don’t have 
to .go out and copy the latest ad- 
vertising fad in order to selj 
goods.” 


s Benjamin H. Namm, chairman 
of the board of Namm’s Ine, 
Brooklyn, and former president of 
the National Retail Dry Goods 
Association, in the principal ad- 
dress emphasized the importance 
of selling the American way of 
life as well as products in adver- 
tising. 

“It is an elementary fact,” he 
said, “that sound, informative ad- 
vertising contributes constructively 
to a stronger economy. When ad- 
vertising helps merchants to sell 
goods, then more of the same helps 
to move more goods, thus keeping 
production and employment at 
high levels. 

“I know from first-hand ex- 
perience the value of trade publi- 
cations to the executives in our 
store, and I am sure that every 
retailer agrees with me when I 
say that good trade media are the 
indispensable tools of today’s suc- 
cessful retail merchants. 

“We must learn to sell our sys- 
tem along with our products,” 
Major Namm concluded. “It is not 
enough to create mass production 
and mass consumption. We must 
also create mass understanding.” 


g Awards of merit for advertising to in- 
troduce new products or new packaging 
were made to: E. L. Bruce Co., Memphis, 
Tenn., handled by Greenhaw & Rush Inc.; 
General Electric Co., chemical depart- 
ment, Pittsfield, Mass., handled by Ben- 
ton & Bowles; Gilbert & Barker Mfg. Co., 
West Springfield Mass., handled by Mc- 
Cann-Erickson; and Milprint Inc., Mil- 
waukee, handled by Jim Baker Associates. 
Awards of merit for advertising to sell 
product features and give product infor- 
mation went to: Armstrong Cork Co., 
shoe products division, Lancaster, Pa., 
handled by Batten, Barton, Durstine & 
Osborn; E. I. du Pont de Nemours & Co., 
nylon division, Wilmington, Del., handled 
by BBDO; and General Motors Corp., 
Frigidaire division, Dayton, handled by 
Foote, Cone & Belding. 

For advertising employing catalog type 
copy, presenting complete line with de- 
tails on packing, sizes, weight, warehouses, 
etc.: Edward Gross Co., New York, han- 
dled by J. Andrew Squires Advertising; 
Monowatt Inc., Providence, handled by 
Horton-Noyes Co.; Revere Copper & 
Brass Inc., Rome, N. Y., handled by St. 
Georges & Keyes; and Startex Mills, Star- 
tex, S. C., handled by Roberts & Reimers. 


@ For advertising linking merchandise 
with seasonal promotions: Cannon Mills 
Inc., New York, handled by N. W. Ayer 
& Son; General Foods Corp., Log Cabin 
syrup, New York, handled by Benton & 
Bowles; Oregon-Washington-California 
Pear Bureau, Portland, Ore., handled by 
Pacific National Advertising Agency. 

For advertising to describe and induce 
the dealer to use sales promotional aids: 
Barcalo Mfg. Co., Buffalo, handled by 
BBDO; E. I. du Pont de Nemours & Co., 
finishes division, Wilmington, Del., han- 
dled by BBDO; Scovill Mfg. Co., Water- 
bury, Conn., handled by James Thomas 
Chirurg Co.; Taylor Instrument Cos., 
Rochester, N. Y., handled by BBDO. 
For advertising to merchandise con- 
sumer advertising to the trade: Cannon 
Mills Inc., New York, handled by Young 
& Rubicam; Kleinert’s, New York, handled 
by Grey Advertising Agency; Libbey 
Glass Division of Owens-Illinois Glass 
Co., Toledo, handled by J. Walter Thomp- 
son; Nicholson File Co., Providence, han- 
dled by N. W. Ayer & Son. 

For miscellaneous advertising of an in- 
stitutional or general nature, including 
sales training, endorsements, policy an- 
nouncements, etc.: Century Ribbon Mills, 
New York, handled by S. R. Leon Co.; 
E. I. du Pont de Nemours & Co., rayon 
division, Wilmington, handled by BBDO; 
General Foods Corp., General Foods Sales 
Division, New York, handled by Young 
& Rubicam; Koppers Co., Pittsburgh, 
handled by BBDO. 


Garden Mart Appoints Lane 
Garden Mart, New York, mail 
order garden specialist, has named 
Lane Advertising Agency, New 
York, to handle its advertising. 


KOIL Appoints Swisher 

Arden Swisher, formerly on the 
regional staff of WNAX, Sioux 
City, Ia., has been named sales 


manager of KOIL, Omaha. 
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| In the first 3 months of 1950 


THE PHILADELPHIA INQUIRER 
=|} PUBLISHED MORE THAN 
8,375,000 LINES 

OF ADVERTISING’ 


This is the largest volume ever published in 


— 


ied 


so) 
- & 
< 
$ 


B, §) 


any Philadelphia newspaper in a similar period in 
any year—and is 1,149,000 lines 


greater than the second newspaper published. 


*Source: Media Records 
Both The Inquirer and 2nd paper publish 7 days 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Inquirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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GE Wins Injunction 
Against Macy’s in 
Fair Trade Battle 


New YorK—The first round in 
this city’s raging fair trade war 
went to electrical manufacturers 
Wednesday when supreme court 
Justice Benjamin F. Schreiber 
granted General Electric Co. a 


SOON 


‘50,000 


wets WATTS 


/WNOE '°° 


* 


NEW ORLEANS | . 


- Natl. Re 
*5,000 Rap-teL : 


420 Lexington A 
New York City — 


temporary injunction to enjoin R. 
H. Macy & Co. from further vio- 
lations of the fair trade law in 
sales of GE products. 

Macy’s argued that price cut- 
ting was so “rampant” that the 
store could not abide by fair trade 
schedules when its competitors 
were regularly violating the law. 

Commenting on the court’s ac- 
tion, Richard Weil Jr., president 
of Macy’s, said: “We are going to 
proceed to an immediate trial.” 


s In his opinion, Justice Schreiber 
said in part: 

“Plaintiff has commenced a con- 
siderable number of actions 
against various of the recent price 
cutters for the purpose of enjoin- 
ing a continuation of their prac- 
tices, and it appears to be making 
reasonable efforts to put an end 
to their violation of the fair trade 
agreements. 

“Certainly it is too early at this 
time to hold that plaintiff has 
abandoned its price schedules on 
the basis of the price cutting re- 


vealed by defendant’s shoppers to 
have occurred during March and 
April of this year. Evidence of 
price cutting in March and April, 
1950, does not establish that simi- 
lar price cuttings to the same ex- 
tent were indulged in for a long 
period prior to March and April.” 


N. Y. AGAIN HAS 
LIQUOR PRICE LAWS 

ALBANy—New York again has a 
mandatory fair trade law covering 
the sale of liquor, and enforceable 
by the State Liquor Authority. 

The law, which had the whole- 
hearted backing of the state’s li- 
quor industry, was sponsored by the 
state administration and was 
signed by Gov. Thomas E. Dewey 
Tuesday. 

The new act replaces an early 
mandatory liquor fair trade law 
held unconstitutional in 1949 on 
the ground that it delegated too 
broad discretion to the liquor 
board. 

Distillers and distributors are 
barred from selling liquor in New 


York unless a schedule of mini- 
mum resale prices is filed with 
the board. The schedule must be 
brought up to date every 60 days, 
and private brands and sales to 
taverns and other on-premise out- 
lets are exempted. 


Film Depicts Sales 
Values of Locally 
Edited Magazines 


Cuicaco—A sound-slide color 
film promoting the unique advan- 
tages of the 13 locally edited mag- 
azines distributed with Sunday 
newspapers and printed by Stand- 
ard Gravure Corp., Louisville, was 
unveiled here Wednesday. 

The film, which was paid for by 
the eight newspaper representa- 
tive organizations which represent 
the individual newspapers distri- 
buting the Sunday magazines with 
their issues, was previewed for the 
benefit of the representatives’ 
staffs. It will be shown again at the 


The new 1950 N. W. Ayer & Son’s Directory 
of Newspapers and Periodicals is now at 
your service .. . to help you reach the 
right people — at the right time — at the 


right place. 


This new directory gives you full details 
of the sweeping changes made in the pub- 
lication world during the past 12 months. 
And these changes have been sweeping. 
For example, since the 1949 Ayer Direc- 
tory appeared—307 new publications have 
been launched —402 have suspended — 
10,386 have increased circulation. 


For those requiring complete informa- 
tion about newspapers and periodicals, 
the Ayer Directory saves time and money. 
It contains nearly 1500 pages of accurate, 
detailed, up-to-date data, much of it cross- 
indexed for instant, easy use. It’s an indis- 


Ready to save you 
time and 
money 


New 1950 


Ayer 
Directory 


82ND CONSECUTIVE ANNUAL EDITION 


pensable reference book for every library. 
It serves all types of businesses. It keeps 
mailing lists correct, eliminates the waste 
from out-of-date addresses. 


In no other volume can you find all 


year 


Directory. Orders ($25 

‘postpaid within the 
United States) should 
be sent directly to the 
publisher, N. W. AYER 
& Son, Inc., Washing- 
ton Square, Philadel- 
phia 6, Penna. 


of publication. 


of the information you get in the Ayer 
Directory — now in its 82nd consecutive 


Save time and money in your business. 
Get the fresh facts and figures straight 
from the 1950 Ayer 


NEW 


in this edition —a separate 
list of weeklies and semi- 
weeklies in the U. S. 
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American Newspaper Publishers 
Association in New York this week 
and then taken to advertisers and 
agencies. 

Titled “L-E-Mentary,” with a 
play on “Locally Edited Maga- 
zines,” the 30-minute film was pro- 
duced by Pilot Productions, and 
hits hard for the advantages 
claimed for the Sunday newspaper 
magazines which are locally edited 
and printed in full-color gravure. 


@ It asserts that there are “four 
bright stars” in the Sunday sup- 
plement field. Identifying them as 
The American Weekly, This Week 
Magazine, Parade and the group 
of Locally Edited Newspapers, the 
film asserts that the latter group 
is “the brightest star of all,” 
and takes viewers through the 
pages of the magazines and behind 
them, to enforce its contentions 
with readership and sales figures, 

The 13 publications in the group 
are sold separately or in any com- 
bination by -the representatives 
who handle each of the individual 
papers, and the prime objective of 
the film is to provide a basic sales 
background for the locally-edited 
concept. 


ws The 13 magazines in the group 
now have a combined circulation 
of 2,700,000, and the individual 
magazines are distributed with the 
Sunday editions of the following 
newspapers: 

Atlanta Journal; State, Colum- 
bia, S. C.; Columbus Dispatch; 
Houston Chronicle; Indianapolis 
Star; Louisville Courier-Journal; 
Nashville Tennessean; Newark 
News; New Orleans Times-Picay- 
une & States; Richmond Times-Dis- 
patch; St. Louis Globe-Democrat; 
San Antonio Express; Salt Lake 
City Deseret News. 

Each is an individual, locally- 
edited and locally-slanted publi- 
cation, but all are printed by 
Standard Gravure Corp. in Louis- 
ville, where the idea was devel- 
oped by the Courier-Journal in 
1942. 


= The film was developed and 


~—s 


paid for by The Branham Co. 


which represents the Louisville, 


Nashville, Houston and Columbia | 
papers; O’Mara & Ormsbee, which | 


represents the Atlanta, Columbus 
and Newark papers; Cresmer & 
Woodward, which represents the 
Salt Lake City paper; John Budd 
Co., which represents the San An- 
tonio paper; Jann & Kelley, which 
represents the Indianapolis paper; 
Osborn, Scolaro, Meeker & Scott, 
which represents the St. Louis pa- 
per; Kelly-Smith Co., which rep- 
resents the Indianapolis paper; 
and Sawyer-Ferguson-Walker Co., 
which represents the Richmond 
paper. 


Keeley Appoints Miller 

Keeley Brewing Co., Chicago, 
has appointed C. L. Miller Co. 
Chicago, to handle its advertising. 
Schwimmer & Scott formerly han- 
dled Keeley. 


Joins ‘House Beautiful’ 


Harry D. Scott, formerly a spe- 
cialty sales prometion manager of 
Glidden Co., Cleveland, has joined 
the Cleveland sales office of House 
Beautiful. 


DAYTONA BEACH 


blanketed 


THE ‘DAYTONA "BEACH NEWS- JOURNAL 


1. Daytona Beach is an unusual test market, 

its thousands of itors come from 

over the U.S., Canada,’ Cuba and S&S. 

America. 

. Over $46,000,000 effective buying income. 

Over $36,000,000 retail sales. 

. A quality market index of 121. 

. 1949 total advertising 10,066,667 lines. 

. National advertising _ = 58%, com- 
pared to Nation’s average 14.80 

SEND FOR our ADVERTISERS MERCHANDISING PLAN 
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Park Lexington Building........... NEW YORE 
Wrigley Building ..............-s0+: HICAGO 
General Motors Building............. DETROIT 
Statler Office MG ovcescondasees BOSTON 
22 Marietta Street..............-..+5. ATLANTA 
Russ Building................. FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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day of the month. Its repetitive influence tells our advertising story in 
d and | colorful, convincing poster copy, and tells it locally at a uniformly low 


. cost per thousand, regardless of market size.” 
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One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 
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serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE * THE HARRY H. PACKER CO. * C. E. STEVENS CO. 
a spe- consumers BORK POSTER SERVICE * SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 
aie 7 STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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GREEN BAY, WIS. IS AN IDEAL TEST MARKET 


CITY EMPLOYMENT BREAKDOWN 
PROVES GREEN BAY’S 


AN IDEAL TEST MARKET 
MUST HAVE DIVERSIFIED 
BUSINESS-INDUSTRY DIVERSITY 


INDUSTRY AND BUSINESS. 


Total Employed — June 1947...............22,950 
PERCENTAGE IN EACH INDUSTRY-BUSINESS GROUP 


PPP re ..17% Transportation .....8.2% Pee tere 5.4% 
Paper Mfg. ....... 10.9% Machinery Mfg. 7.9% Wholesale ........ 5.0% 
Food Processing ...10.5% Construction ....... 6.5% Government .......4.4% 
Professional .......9.2% Other Mfg. . .. 6.1% GE ccesc ce pecceme 
For all the facts, write — G $S- G 
General Advertising Dept. REEN BAY PR ESS ALETTE 

y, 


Rockmore Agency Again Publishes List 
of Many Magazines’ Merchandising Serviceg 


New YorkK—First edition of an 
annual directory of magazines’ 
merchandising services has been 
published by the Rockmore Co., 
advertising agency. 

The directory, which lists the 
services of 47 consumer publica- 
tions, is an outgrowth of a similar 
“one-shot” listing published last 
year. The earlier book included 22 
magazines. 

Each magazine’s story occupies 
a page in the directory, for which 
space it pays $65. Copies of the 
directory are being mailed free 
to 2,600 agencies and branch of- 
fices in the U. S. and Canada, and 
to others, on request, at $1. 


= Some notable gaps are apparent 
in the list: Cosmopolitan, Life, Mc- 
Call’s, The Saturday Evening Post, 
etc. At least one of them, Life, gave 
an explanation: that its merchan- 
dising services are too vast and 
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The secret of this Reilly 
Duramatrix, from which 
Reilly Plastictypes are made, 
is known to only four men 


photo-engravers’ standards. 


Metal pattern plate is molded 
in Vinylite. We can prove 
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under maximum pressure 
and scrupulously inspected! 


These critical differences be- 


Vinylite a more faithful me- 
inour organization. Weactu- dium than lead. 
ally guarantee depth reten- 


tion! No detail is too minute After Duramatrix is covered 


tween a Reilly Plastictype 
and an ordinary plastic plate 
make a critical difference in 


to be faithfully duplicated. 


Open areas in the metal 
pattern plate are routed 
to a guaranteed depth of 
55/1000 of an inch. Hand 
finishing is done to rigid 


’ yy 
a pe a) en . 
Paes em ee gr ies 
* BISge tend ‘ities e " 
es Fi a : 
Sint = 
3 e . Fl ux 
5 oe One ee 
eg Pe ed 
Ping” Stil 
tee OE: ta 
Pe 2 ls 
OT a” ee 
Se oD 
Ge es i « 
= ae 
ne bee 
we 
gece he 
i eee 
ai, ie Finda : 
we a ae oo 
of pie . . - 
beds 35 wae 7 aad thin Rd ivinatithe a 
Te, ¢ | ae io Bae: piaent J tateae Lidek ih gene 
ah Se owes Taye: 


sip 
SOE | 
ey 


ANY 
mItise ss 


pike ope tee 


£ 


ay 


al ue ies 
Se ie nda: dE a aoe 
OPE OF PES tia - 

4 pina ga ed Mah s 


with Vinyl powder, heat and 
pressure are controlled by in- 
genious electronic device we 
developed during seven years 
of pioneering plastic plates. 
We guarantee that every 
Reilly Plastictype is tested 
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results. Tearsheets prove 
Plastictypes superior in 
every respect to the finest 


newspaper electro! So 400 
national newspaper adver- 
tisers have used 4,000,000 
Reilly Plastictypes! 
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ramified to describe in 1,000 words 
which has been set as a maximum 
Typical of the service stories # 
that of Glamour, which describes 
briefly such helps as advance res 
tail trade editions; resource bull 
letins; consultations with buying 
representatives; advance advertigs 
ers’ lists; counter cards; special 
exhibits; reprints, etc. 
According to Milton M. Rock 
more, president of the agency, thi 
is the first time “such a compres 
hensive listing of magazine mers 


chandising services” has bee . 
made available. | 
B&O Starts Drive ce 
to Boost Capital's 
Sesquicentennial 


BALTIMORE—The Baltimore & 
Ohio Railroad Co. has opened g 
campaign to increase travel t@ 
Washington for the capital’s sese 
quicentennial celebration. 

Lowell Thomas wrote the advers 
tisements for the campaign, which 
will appear in American Magazine, 
Collier’s, Grade Teacher, Holiday, 
Life, National Geographic, Paths 
finder, Scholastic and The Sature 
day Evening Post. 

The copy is couponed, and read- 
ers who send in the coupon wil 
get a 56-page pictorial travel guide 
to Washington. In addition, the 
B&O will have posters in all sta- 
tions and ticket offices, blotters and 
leaflets, ticket envelopes, letters 
heads, stickers, time table folder 
ads and broadsides for ticket 
agents of other railroads. Advers 
tising in Ticket Agent and thé 
Official Railway Guide is planned 

The railroad is preparing a new 
Washington motion picture in col-§ 
or which will be narrated by Mr, 
Thomas. 

R. C. MacLellan, advertising 
manager, says the campaign will 
cost “almost $100,000.” The B&O 
agency is Richard A. Foley Ad- 
vertising Agency, Philadelphia. 


Erma Proetz Judges Named 


The following have been named 
judges of the 1950 Erma Proetz 
Award, sponsored by the Women’s 
Advertising Club of St. Louis. They 
are: John B. Hunter, vice-pres- 
ident of N. W. Ayer & Son, New 
York, chairman; Howard B. Abra- 
hams, manager of the sales pro- 
motion division of National Re- 
tail Dry Goods Association, New 
York; Fred Cooper, New York art- 
ist; Philip A. Young, copy chief of 
the radio-television department of 
N. W. Ayer & Son, New York, and 
James Conzelman, account execu- 
tive of D’Arcy Advertising Co., 
St. Louis. Awards will be made 
at the annual dinner held May 15. 


Birmingham Adclub Elects 


John J. Keegan, Keegan Adver- 
tising Agency, Birmingham, Ala. 
has been elected president of the 
Birmingham Advertising Club. 
Other officers are: Gordon Kroe- 
nert, advertising manager of Pi- 
zitz, vice-president; William Cory, 
Ritz Theaters, treasurer, and Mrs. 
Erin Vanderburg, secretary. 


Copco Names Luckoft 


Copco Steel & Engineering Co., 
Detroit, manufacturer of steel win- 
dows, medicine cabinets and simi- 
lar items, has appointed Luckoff, 
Wayburn & Frankel, Detroit, to 
handle its advertising. 


Buchanan to Elgin American 


Brig. Gen. Kenneth Buchanan 
has been named director of public 
relations of Elgin American di- 
vision of Illinois Watch Case Co., 
Elgin, Ill. 


Donohue Joins Mactadden 


True Story Women’s Group, 
New York, has named Michael 
Donohue, formerly with Ameri- 
can Legion Magazine, as a member 
of its Chicago sales staff. 
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“Indicates first listing in this column. 
April 25-27. American Newspaper Pub- 


lishers Association, annual convention, 
Waldorf-Astoria, New York. 
May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 
May 4-6.- International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 
May 7-8. Advertising Managers As- 
sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 
May 11-12. Public Utilities Advertising 
Association, annual convention, Pres:dent 
Hotel, Kansas City, Mo. 
May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 
May 22-23. Inland Daily Press Associa- 
§ tion, spring meeting, Congress Hotel, Chi- 


tay 22-24. National Sales Executives 
National Distribution Congress, Masonic 
Temple, Detroit. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
yertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
iea, annual convention, Palmer House, 
Chicago. 
Sept. 24-28. Advertising Specialty Nea- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 


eago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 29-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


Marketers Invite Entries 
for Fifth Annual Awards 

The American Marketing Asso- 
ciation, New York chapter, has is- 
sued an invitation to its members 
to submit entriés for its fifth an- 
nual awards for contributions to 
marketing. One leadership award 
will be presented to the person 
who made the greatest single con- 
tribution to the science of market- 
ing during 1949. Up to nine mer- 
itorious service citations will be 
g.ven for other examples of leader- 
ship in marketing. 

The board of judges includes: 
Chairman Lawrence C. Lockley of 
New York University; Hans Zeisel, 
McCann-Erickson; Luke J. McCar- 
thy, Hearst Magazines; Alan C. 
Russell, Alan C. Russell Marketing 
Research; Richard H. Moulton, 
General Foods Corp.; Allen B. 
Sikes, Bureau of Advertising, 
ANPA; Sherman P. Storer, Mo- 
hawk Carpet Mills; William K. 
Salstrom, Biow Co.; and the secre- 
tary to the committee, A. Edward 
Miller, Time Inc. 


Sylvania Names H. M. Boyd 


Sylvania Electric Products, War- 
ren, Pa., has appointed Howard M. 
Boyd, formerly a member of the 
Sales staff, as sales manager of its 
Parts division. 


Biow Promotes Bradley 


Biow Co., New York, has pro- 
moted E. C. Bradley, account ex- 
€cutive on Procter & Gamble bus'- 
ness, as vice-president of the 


agency. 
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Parent Group Says 
TV Hurts Children 


New YorK—“Television is hav- 
ing an adverse effect upon a small 
but significant number of children 
who watch it,” United Parents As- 
sociations have reported follow- 
ing preliminary findings in a city- 
wide survey. 

The statement was based on 605 
returns received from 100,000 
questionnaires mailed to parents 


in four boroughs. Complete find- 
ings will be announced later. 

The replies indicate that some 
children in the 5-to-6 age group 
watch TV as much as four hours 
daily. Some mothers with children 
in this category said TV is a hazard 
to good eating habits, with the 
children insisting on eating in front 
of the television screen. 

Thirteen out of 111 returns from 
parents of T7-year-olds said the 
children’s study habits had been 
adversely affected by TV. Five of 
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73 8- reported on had 
their study habits adversely af- 
fected by TV, while 33 of 249 re- 
plies in the 11-to-13 age group said 
marks had been lowered as a re- 
sult of video. 


Presbrey Rejoins BBDO 

Oliver Presbrey has rejoined 
Batten, Barton, Durstine & Osborn 
and will head the account group on 
Curtis Publishing Co. He first 
joined the agency from Edward 
Petry & Co., radio station repre- 


11 


sentative, in May, 1944, and served 
until Sept., 1946. At that time he 
became head of the Chicago office 
of the American Newspaper Ad- 
Mwy = Network, which broke up 
last fall. 


Ritchie Retains Chapman 


Dave Chapman, industrial de- 
signer and packaging expert, has 
been retained by W. C. Ritchie Co., 
Chicago container manufacturer, 
to evaluate package design without 
obligation for any producer of con- 
sumer goods using containers, 
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Louis’ ABC Station, 12th & Delmar, CH. 3700 
630 KC * 5000 WATTS + FULL TIME 
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The Revolt of the Geniuses 


There are signs that the fellow who writes copy by ear and intu- 
ition is about to revolt against the straitjacket of “science,” and that 
he is going to get plenty of support. 

The other day, one correspondent lamented the fact that “adver- 
tising is being turned out more and more by mass production methods 
—by machines instead of by people—by plans boards instead of by 
wild-eyed ivory tower thinkers.” 

The ink on his letter had, so to speak, scarcely dried before our at- 
tention was attracted to a talk given in Boston by Ellen Duke, man- 
aging editor of McCall’s, who voiced pretty much the same senti- 
ments. “I submit,” she said, “that we are all in some danger of being 
hamstrung by our own facts and figures... Advertising was founded 
and nourished by men with ideas, with an intuitive and imaginative 
understanding of mass psychology. They used such figures as were 
available and looked up others as needed. They welcomed market re- 
search and nurtured it. But they were never dominated by it...” 

To our correspondent, who must—sadly—remain anonymous, and to 
Mrs. Duke, we say: Go to it, and stay with it! 

We have an enormous respect for figures, and for scientific mar- 
keting and research procedures, but we too object to the domination 
of intuition and imagination and understanding by adding machines. 

Of course, the free-wheeling geniuses in advertising brought the 
situation on themselves when circumstances indicated that not all 
geniuses—no matter how well recommended by themselves or others 
—could actually ring advertisers’ cash registers. But, as in so many 
other fields of activity, the pendulum seems to have swung a little 
too far. The “scientific tool” of advertising frequently gets out of the 
“tool” class and becomes the master, with consequences which often 
stifle individuality and initiative, and sometimes add up to nonsense. 

As Mrs. Duke has put it so well, the important point is to keep 
facts and figures in their proper perspective, and not to let them— 
or any other tools of the marketing man—get so far out of line that 
they’re running the show instead of helping a human being do a 
human job. 


But on the Other Hand... 


By one of those strange accidents of fate which makes the life of 
editorial writers and all other pundits miserable, a postcard was laid 
on our desk just as we were finishing the editorial above. And (bitter 
pill) it convinces us that maybe “science”—just a wee bit of science 
—isn’t to be sneered at. 

It’s a postcard from a local men’s wear store, presumably sent to 
charge accounts. It’s about Manhattan rayon gabardine sport shirts. 
And here’s what it says: 

“15 color fresh, color bright, color fast-colors. Washable Manhattan 
rayon gabardine sport shirts, $5. Convertible collar. Shrink-controlled. 
Pearl buttons. Light blue, blue, navy, lime, moss green, beige, cham- 
pagne, toast, luggage, natual, grey, tan, maroon, raspberry, sandune. 
Sizes I, 14-14%; II, 15-1514; III, 16-16%; IV, 17-17%. Sincerely...” 

That is absolutely everything that was on the card, except for the 
name of the store! Not even -a hint that the store actually 
sells these shirts, that they may be ordered by mail or phone. Not even 
the simple suggestion: “Come in and see them.” 

It happens that we have seen this line, and personally consider it one 
of the most exciting sport shirt lines, and one of the most beautiful 
color ranges that has ever been produced. The line literally ought to 
sell itself; but even so, it is extremely unlikely to do so without any- 
body ever being invited to see it or buy it. 

Looks as if some genius slipped a cog here. And maybe a little, un- 
imaginative lad with a checklist ought to have eyed the copy before 
the card was printed. 


—Electrical Merchandising 


What They're Saying 


Poison at The Corner 

Nearest approach today to the 
general store of yesteryear is the 
corner drugstore. It is no longer 
a simple pharmacy, with pills and 
potions, but a miniature depart- 
ment store for hardware and hab- 
erdashery, luncheon and lingerie, 
wet goods and sport goods, toys 
and tobacco, confectionery and 
literature. 

The quality of the literature, like 
that of mercy, is not strained. And 
some of it ought to be strained, 
sifted and fumigated. Far from 
resembling a gentle dew from 
heaven, it includes items that are 
more like a distillate of hell. 

Here for purchase by anyone 
with the price are periodicals 
black-listed by the Legion of De- 
cency as unfit for the general 
reader and certainly contributive 
to moral delinquency. But most 
dangerous, because less conspicu- 
ous, are the pocket-size, quarter 
priced capsules of sex information 
and sex experience. 

They may be overlooked by the 
normal adult patron; they are not 
missed by many of the teen agers 
for whom the neighborhood store— 
drug, confectionery or the like—is 
the habitual place of rendezvous. 
Curiosity and an element of ju- 
venile daring leads to purchase 
and subsequent circulation of these 
concentrated doses of filth. 

For the most part the appeal is 
to girls and the contents are cor- 
ruptive of clear-minded morality 
and definitely preparatory for ap- 
proaches to seduction. They are 
not suggestive, such brochures. 
They are plain propaganda for 
sensual and sexual indulgence. In 
the hands and minds of early ado- 
lescents, such poison can be and 
sometimes is fatal to moral and 
mental sanity. 

The motive for such merchandis- 
ing is entirely mercenary. There 
is profit in pornography as well 
as in contraceptives and narcotics. 
And it would be .difficult to de- 
termine the relative morality of 
one against the other. Yet other- 
wise reputable proprietors, who 
never would think of peddling the 
last and might refuse to supply the 
second, seem quite ready to handle 
the first. 

It may not occur to the pur- 
veyors of such poison for petty 
profit, but it ought to be clear to 
parents interested in the moral 
health of their children that stores 


conducted on so unethical a stand- 
ard are not too trustworthy a 


source for food and refeshment, let 
alone medicine. 

And it ought to be clear to all 
decent-minded proprietors and 
purchasers, especially if they are 
parents as well, that sales-volume 
is dependent in no small part upon 
the good reputation of the institu- 
tion. To lose this—and it will be 
lost—through the principle that 
profit justifies anything is a short- 
sighted policy even for those who 
have little regard for morality and 
no fear of hell. 


—Editorial by Rev. John Sinnott 
Martin in the April 14 Catholic Re- 
view, official publication of the arch- 
dioceses of Baltimore and Washington. 


The Job of Advertising 

The job of advertising in our 
expanding economy is to help 
make sure that the expansion is 
growth, not bloating; that the 
growth is in muscle, not fat; in 
goods, not dollars; in better living, 
not softer living; in ambition, not 
greed; and in the vital capacity 
to produce more, sell more, and 
enjoy more, and keep on growing. 
This job I am sure we can and will 
do. We’re used to it—it’s the one 
we have been doing. 


—Clarence B. Goshorn, Benton & 
Bowles, to the annual meeting of the 
Four A’s, 


No Oscar for Dignity 
It’s been said that a business be- 
comes an institution when every- 
body in the company bows to all 
four compass points every time the 
“Company” (upper case “C”) is 
mentioned. That’s the same mo- 
ment when any form of personal 
pronoun is dropped—it’s never 
“We urge” or “We believe”; it’s 
always “The Store urges” or “The 
Store believes.” Most businesses 
are built by hell-raisers. Their 
curve of growth begins to flatten 
out when dignity is raised instead 
of hell! 
—‘Retail Grey Matter.” 


Complex in Reverse 

When I joined Young & Rubi- 
cam, the president had not been 
to colleg., the vice-president (be- 
lieve it or not, we only had one 
then) had not been to college, 
neither had the copy chief, the 
head of the art department, the 
head of the merchandising depart- 
ment, the head of the media de- 
partment or the treasurer—in fact, 
I began to get an inferiority com- 
plex because I had gone to col- 
lege. 


Advertising Age, April 24, 1959 


Rough Proofs 


Maybe, in view of FTC ang 
similar official attacks on adver. 
tising, the best place for a bud- 
ding executive to start his adver. 
tising career is in a good law 
school. 


Commerce Clearing House now 
publishes a service which reports 


the rules and regulations of state : 


liquor authorities, and if you ad- 
vertise in that field, you’d better 
read ’em all. 


Calvert is talking about half- 
pints in Chicago, but the trade un- 
derstands clearly that the adver- 
tising appeal is directed to cus- 
tomers of all sizes, 


Unless advertisers, agencies and 
media are all mistaken, the house- 
hold drudgery which the ladies of 
the ensemble would most like to 
escape from is doing the family 
wash. . 


° 


Mexican publishers, the report 
says, aren’t too enthusiastic about 
having an ABC, probably assum- 
ing that it might greatly handicap 
circulation managers endowed with 
splendid imaginations. 


The wealth of Kansas and Mis- 
souri, says a newspaper ad, is from 
the earth, and not the result of 
bookkeeping entries or stock mar- 
ket speculation. 

After the farmer speculates on 
Congress and the weather, he’s had 
enough. 


In spite of April snows, New 
York hotel and restaurant opera- 
tors are still discouraging drink- 
ing water with meals, a practice 
which in no way discourages 
drinking other beverages contain- 
ing at least a modicum of H,O. 


“Vocabulary control” for retail 
salespeople is advocated by Stan- 
ley Talbott, a sales executive 
whom experience does not deter 
from reaching for the stars. 


Ruth Warren, Campbell-Ewald | 


copywriter, is signing ads for 
Chevrolet appearing in women’s 
magazines, and she wants it clearly 
understood that she’s not author- 
ing fiction. 


A Chicago radio manufacturer 
is looking for a well-grounded 
young man with “some knowledge 
of production and willingness to 
worry about budgets.” 

The latter has always been the 
special prerogative of the boss. 


According to Ayer, it costs about 
$2,000 a year to maintain a stu- 
dent away at school. That’s why 


college-bred is no longer a féur- 
year loaf—for the old man. 


Leslie Gould says _ securities 
houses don’t use enough adver- 
tising to promote their wares, He 
could get a good testimonial from 
the savings bond division of the 
Treasury Department. 


Pree eas eee ow Pane ene Sp: 
poe AT iN. Re Rea IY 


—Louis N. Brockway, Young & Rubi- 
cam, to the Four A’s annual meeting. 


Copy Cus. 
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MEDIA HEAD FINDS COMPANION RECORD 


OF TOP INTEREST 


McCann-Erickson’s Jack Flanagan learns that Companion advertisers get most readers per dollar 


Bill Herwood, COMPANION representative, is showing an analysis of the 
latest Starch reports based on the number of readers per advertisers’ dollar. 
And the report, which covers all ads 2 page and over appearing in the four 
women’s service books during the first nine months of 1949, seems highly 
significant (above) to one of the top media men in the agency business! 


HERE’S WHAT THE ANALYSIS SHOWS: 


Average number of women readers who noted ads (for each dollar spent.) 


1 5 8 This was 15% more than the average 

C OMPANION of the three other magazines. 

Average number of women readers who associated ads with name of product 
or advertiser (for each dollar spent. ) 


This was 15% more than the average 


companion 149 


of the three other magazines. 


Average number of women readers who read-most of any of the ads (for 
each dollar spent.) 


COMPANION 39 


New editorial features designed to meet all the varied interests of American 
women today and carefully distributed throughout the book have achieved for the 
CoMPANION the highest reader-traffic and advertising visibility in the entire 
women’s service field. 

No wonder then, that all over the country media men who recognize that the 
very first need of any advertisement is to be seen and read are placing more and 
more space in the COMPANION—the only magazine in the entire women’s service 
field that increased its advertising revenue in 1949! 


—(OMPANION 


CIRCULATION: MORE THAN 4,000,000 


This was 46% more than the average of 
the three other magazines. 
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The Elks market 


for GARDENING 
SUPPLIES 


In THE ELKS MAGAZINE you can plant your sales story 
before 928,010* men—all over the age of 21—of 
whom 68.9% are home owners. What's more, Elks can 
afford homes of the better type, for their median 
annual combined family income ?$ $5,472.33—twice 
the national average. Here is a great market of mature, 
active men who can afford to keep their lawns and 
gardens the pride of their communities. Plant your 
advertising in The Elks to cultivate more sales. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, IF YOU TELL IT IN 


MAGAZINE 


Women Broadcasters 
Elect 8 Chairmen 


WASHINGTON—Names of eight 
women broadcasters elected dis- 
trict chairmen of the Association 
of Women Broadcasters were an- 
nounced by the National Associa- 
tion of Broadcasters, parent organ- 
ization of the AWB. 

Elected in the eight even-num- 
bered districts (odd-numbered dis- 
trict chairmen are elected in odd- 
numbered years) were: 

District 2: Doris 
WNBC, New York. 

District 4: Alice Brewer White, 
WTAR and WTAR-TYV, Norfolk. 

District 6: Elizabeth Alford, 
KRMD, Shreveport. 

District 8: Edythe Fern Melrose, 
WXYZ and WXYZ-TV, Detroit. 

District 10: Doris Murphy, KMA, 
Shenandoah, Iowa. 

District 12: Ethel Jane King, 
KFH, Wichita. 

District 14: Evadna Hammersley, 
KOA, Denver. 

District 16: Anita Chester, KNA, 
Los Angeles. 

The district chairmen will take 
office immediately following the 
AWB’s seventh annual convention 
in Cleveland this June, and will 
serve a two-year term. 


Barricini Pushes New Candy 
Barricini Candy Shops, New 
York, is featuring a new cocktail- 
in-miniature type candy in 600-line 
ads in the New York Herald Trib- 
une, Journal-American and Times 
in a three-week experimental in- 
troductory offer. The new candy, a 
moulded chocolate shell filled with 
cherry floated in rum-flavored 
cordial, called a Manhattan, is be- 
ing introduced at $1.18 a pound. S. 


Corwith, 


T. Seidman & Co. is the agency. 


43, Llinoss 


Chicago 


AND ALL IN THE ONE PLANT 7 7 


A complete printing plant— 


customer interest, dating back to 1866. 


needs through every sequence of operation . 


all under one roof—is significant 
of Manz CorporaTion, which 


has directed a policy of intense . 


Avoiding responsibility and lack of experience 
to make correct decisions in your printing service, 
has been—and still is in some instances—an un- 
relenting headache to the customer. Manz has 
eliminated these unnecessary headaches. How??? 


By taking full responsibility for producing printed 


right 


from the original idea through to complete delivery 


O: .. te “¥ 


Advertising Age, April 24, 1959 


To beat Laurie Ross’s story about his cat that rings doorbells (AA, 
March 6), Chuck Burrow of the KEX ad department, Portland, Ore., 
claims a cat who tunes the radio set to the program it prefers. The cat 
snoozes on top of the set because of the warmth and rubs against the 
tuning knob until the program pleases. . . 

The Jewish Hospital, St. Louis, was temporary headquarters for the 
Westheimer & Block agency not long ago. Frank Block became the fa- 
ther of a 7 lb., 10 oz. boy, and Louis Westheimer was nursing a foot 
agate At last report the foot, the father and heir were all doing 

e... 


HOME-TOWN TALENT—Edward Walton (left), winner in the black-and-white illustra- 

tion class, gets his award in the Washington Adclub’s first annual commercial art 

show from William F. Sigmund (right), club president, and Bradbury Thompson, art 

director of Mademoiselle, one of the judges. The competition was limited to com- 

mercial artists and photographers in the Washington area. The 109 entries, including 
24 winners in six classifications, were displayed at the Corcoran Gallery. 


Associates of Herbert V. Kaeppel, chairman of the editorial board of 
Practical Builder, gave a dinner in his honor at the Chicago Athletic 
Club before his departure for Europe. He’ll visit several countries to 
study developments in the building industry. . . A recognition program 
for long-term company service was inaugurated April 10 by Com- 
mander E. F. McDonald, president of Zenith Radio Corp., when about 
1,500 employes were given service pins. Emblems will be awarded 
periodically for 5, 10, 15, 20 and 25 years of service. . . 

Allen Billingsley, president of Fuller & Smith & Ross, has been elected 
to the board of directors of Ferro Enamel Corp., Cleveland. . . Charles 
W. Hoyt Co.’s travel director, Edward T. Nettleton, left New York April 
12 on a trip that will take him 28,000 miles in 28 days in the interest of 
a Hoyt client, KLM Royal Dutch Airlines. . . 

New president of the Hollywood, Cal., Business and Professional 
Women’s Club is Mary Ellen Ryan, time buyer for Raymond R. Morgan 
Co. .. The Dallas Advertising League, which is 42 years old, will observe 
Old Timers* Day on April 28, with members and ex-members of at least 
25 years’ standing getting special honors. O. S. Bruck is chairman of 
the event... 


FAMILY AFFAIR—Curt Freiberger, president of Curt Freiberger & Co., Denver 

agency, and Mrs. Freiberger beam with pride as their daughter Mary displays a 

check for $50, her prize as winner of the AFA high school essay contest sponsored 

by the Advertising Club of Denver. Mary’s essay was broadcast over Denver radio 
stations. 


Donald W. Thornburgh, who became president of WCAU last sum- 
mer, has been made a member of the board of directors of the Phila- 
delphia station. And two new v.p.s of the outlet are Charles Vanda, TV 
director, and Robert N. Pryor, director of promotion and publicity. . . 

The order of the Knights of St. Olaf, one of Norway’s highest civilian 
honors, was presented April 14 to Walter Geist, president of Allis- 
Chalmers Mfg. Co., Milwaukee, for his activity in Norwegian charity. . . 
Ward Ritchie, production manager of Foote, Cone & Belding, Los An- 
geles, is taking an indefinite leave of absence to give his full attention to 
his own fine-book printing company, Anderson & Ritchie. . . 

NBC’s Niles Trammell has joined the best dressed class with a tag 
from New York’s Barbizon models, calling him “one of the ten.” . . And 
Milton Biow, president of Biow Co., was the subject of a “New York 
Close-Up” in the Tex McCrary-Jinx Falkenburg column in April 3’s 
New York Herald Trib. . . 

Benedict Gimbel, president and general manager of Station WIP, 
Philadelphia, is enjoying the deep sea fishing off the Florida Keys. . . 


ate elltrg Crscrat 
ee ’ 
eae: 3 
eat : | 
: i " | 
a oe % 
ee = y 
cae j ‘ 
we F : 
‘ : re : 
if 4 
“£) 
“ 4 r at Bc aap ag agmmmm cammaas 
; i Fs 7 é 5 “g ‘Se es ed “i . 
Pee ' _—_ Bae Po leat aks eye 
a te [ ’ ig te - — ee 
; 3 = 4 ‘ i ae " 4 so a payed 
pe % i | ae a ; ty os “ 
hd _ - & ae :-™ > 
eae i. | po ee re 
Tees : aoe COS : - My it : 
ye 4 — rey : 7 . 2 ae ~ aghd 
oe | is es : e < ie - ... 
emit 1. a 7 a : i 
eit Fs ee ad i 
> earn eo : ar ee ree sees 
eae ~ - > if ia ee ae 
ee € r are so 1 ae 
F ae a eps pe ines ree 
< | ake See ee oe Z 
cae |S Te Ae iaiana see ee ee » ls ae aia 
a a apie” PO ail ; ie ae a We A am aa 
Laat ee ee, ieee Wee Ser eee. 
ee se ce a ih a ee ee 
3 “hide rs ea ag es aes Al aie ae ‘ enh pe ” 
oer te eatin ‘ig al?” i ies 
; 4 et ne WR me ad Rint pe eres <4 
A i : _ As hee. | 
Amy Z s G 5 
fe ey: ." . . -# . 
wie Ae 
ux silien ‘ : 
; aS -4 | 
= @ THE a | 
ns he 
ae “hae 
oe : , y 
% 
* ae NEW YORK + CHICAGO « DETROIT - LOS ANGELES 
ar 
a 
ee Une 
ecg 
ats 
rt 
Pare E Ss T a s % | Ss H E D 1 8 6 6 
con 
a 
te ae 
oe di 
rags 
eye 
a 
ia A 
ie Vv \ 
eed : 5 
ee - Va ee caet eee 
i Br J 2 
; oy os ih , ae ie % ee : Pei Pe : | 
" iptiaeee tie ictal tee ilk ih ace” : os cial oo stingy re a Ss * i 
bei at 4043 Ri VENSWoOD ve pee 7 ey ee Ns pore eens 
ee ee ‘ ae Be ae eee hae ia ass : 
i ca Y Ante a & eT es 
se3 , Rieti - +4 ee aig 4 et . | 
i Hens aa ne a. a7, Rik ve ly 4 - coe ae Mahia j 
Warde 4, oe . ee Ue Sea eee 
ee a! ‘i 1° i eke wee bee ere a 
= Bees roe 2 peiicaee oe eer eo 
Oe oan ‘ es yea oi oe oe i 2 oT See a gree 
oe “5 Vig OM a | es pent 5 Phas eee eee 
rer F Mes ONS ) =a Bes ot ey ; 
+ nee é a4 ‘ MN aay, he x » Meee) se ete | bs ') Fee aes 
pee ae + Poe ora Saag Bl, 
oe %. SN eee Y a oh Zi eae a Re eat 
ser ; A ee. * 7 bie 58) E 
i is F BE Song Vim eT ia . Pe oe eng | eaeen mea aes to Ee t 
me P ot EE ee (ae ES Cae A eG ea bee eG 
Ny ats | Re oe i en ae ea Sg deal ¥ ? i r 
E ae 4 4 : ¥ Boll i 
Pee ts ‘ - ‘ ie : 
ue a a DoD oe : _— ae ; ; Pia e 
coe * SY mee lee . 
ie 
egies Pe 
ree i = 
ous 
eee 
ee 
ies . 
ae aS lll AA 
ee Cite Sa aa ne : / 
em f ry re 
ita G R A c E t A N D 2 ae es 
aes 
ees o#.8. 0.6 86.9 £4.14 «A. 21.0 *& 6.4 2-0 1?’ Ew Vee 8 
ope 
ee 
alae ' 
ae Fee " " | i 
a es i i Oe see ee 7 ae a eee es PS ok : ees 
me a : ake ek Ee ga a ee te car spire oe conn ‘Veen ~ - PY eUee Wace ee satis Rea ew eae eee 2 ae yes de re, ple ee ve Tsai =e Lipa J Oe NO ee 3 J eae FSG ae Ry ae Cie were? pias Mine a) hae 
Re aR ye Res in a Fea chee es tt ee rs FPS ON ECOL SIR Ha. FES RT RE OE OF aE eH, 
boll ae Jaton slice Foe, ' es eas oe oe i a x or . et ae eee aay aoe a ievalh aia $ os re ea a - \ Sie en, al ie es ule ‘ 


4, 1950 


With the first sections of the first news- 
| papers of the first cities of the country. 


Give your advertising the pulling power of the popular maga- 
zine and picture sections of The New York Sunday News, The 
Chicago Sunday Tribune and The Philadelphia Sunday Inquirer. 
With finest rotogravure and colorgravure reproduction you 
are assured of finest package and product EY Edentification. 


New York Sunday News ac 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


: 
, 
; Rotogravure « Colorgravure 


, : MAR KETS G RO U p | ' | Picture Sections « Magazine Sections 
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New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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KECA-TV Conducts Paid Tours 


KECA-TV, Los Angeles, is now 
conducting paid tours through its 
ABC Television Center four times 
daily, Wednesday through Sun- 
day. Tickets for the tour are 50¢ 
plus 10¢ federal tax. 


Mueller Appointed A. M. 


Charles Mueller, assistant to the 
general advertising manager, has 
been promoted to advertising man- 
ager of men’s footwear of the 


Peters division of International 
Shoe Co., St. Louis. 


McCarty Appoints Engelman 


Tom U. Engelman, who, for the 
past year, has been doing publicity 
and promotion free lance work, 
has been appointed an account ex- 
ecutive of McCarty Co., Los An- 
geles agency. 


Appoints Dick Dexter 
Dick Dexter has been appointed 


merchandising director in the Chi- 
cago office of Sherman & Mar- 
quette. Prior to joining the agency 
he was with Kellogg Co., Battle 
Creek, Mich. 


Klein Co. Promotes Johnson 

Walter J. Klein Co., Charlotte, 
N. C., has promoted Will S. John- 
son, media and research director, 
to vice-president. Mr. Johnson has 
also served the agency as secre- 
tary and will continue to hold that 
post. 


Advertising Age, April 24, 1959’ 


McGraw Census of Larger Manufacturers 


Covers 41,779 Plants, 12,797,935 Workers 


New YorkK—While manufactur- 
ing plants in the United States 
with more than 50 employes con- 
stitute only 18% of the total man- 
ufacturing establishments in the 
country, they employ 84% of all 
manufacturing employes and ac- 
count for 85% of the value added 
to products by manufacture, ac- 


ANNOUNCING 


the appointment of 


BURKE, KUIPERS & MAHONEY, inc. 


NEW YORK - ATLANTA - OKLAHOMA CITY - DALLAS - SAN FRANCISCO - CHICAGO 


as 


General 


Advertising 


Representatives 


EFFECTIVE MAY Ist 1950 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


ROCKFORD, ILLINOIS 


CIRCULATION: 


Morning...Evening... Sunday 


IN EXCESS OF 80,000 DAILY 


Best Test City In the Mid-West 


cording to a census of manufactur. 4 
ing plants just completed by the¥ 


McGraw-Hill Publishing Co. 


“For the purpose of industrial 7 


market research,” the report says, 
“this fact is particularly important 
because it means that surveys can 
be made among the relatively few 
plants that are the principal cus- 
tomers of industrial concerns.” 

The McGraw-Hill census made 
in. 1949 shows that there are 41,-) 
779 manufacturing plants with® 
more than 50 employes. The total 
number employed by these plants 
is given as 12,797,935. 


w The breakdown by size is given } 


as follows: 17,510 plants (41.92% 
of the total) employ 51 to 100 
persons for a total of 1,348,072; 13,- 
930 plants (33.34%) employ 101 to 
250 for a total of 2,346,548; 5,820 
plants (13.93%) employ 251 to 500 
for a total of 2,129,957; 2,583 plants 
(6.18%) employ 501 to 1,000 for a 
total of 1,869,080; 1,404 plants 
(3.36%) employ 1,001 to 2,500 for 
a total of 2,160,817; and 532 plants 


(1.27%) employ more than 2,500 7 


for a total of 2,943,461. 
The three leading 


ber of employes in 
plants, are shown as the New 
York-Northern New Jersey area 
with 5,064 plants and 1,089,149 
employes; the Chicago-Gary area 
with 2,231 plants and 774,473 em- 
ployes; and the Detroit area with 
794 plants and 492,540 employes. 

The McGraw-Hill census is a 
continuing investigation. The first 
was taken in 1945, another in 1947, 
and the current one in 1949. It is 
based on an actual count of iden- 
tified plants made by the McGraw- 
Hill research staff, headed by John 
C. Spurr, director of research. This 
survey is not an estimate or a re- 
working of government statistics, 
he says. 

The data is being printed and 
will be distributed to selected lists 
within the next few weeks. 


Sears Appoints Hoffman 


Clarence A. Hoffman has been 
named general sales manager of 
American Peoples Encyclopedia, 
which is put out by Sears, Roebuck 
& Co., Chicago. Mr. Hoffman is a 
former vice-president of the Amer- 
= Corp. and the Grolier Soci- 
ety. 


Names Rolley & Reynolds 


George A. Hamid & Son Theatri- 
cal Booking Agency, New York, 
has retained Rolley & Reynolds 
Inc., Philadelphia, to direct its ad- 
vertising. Trade publications and 
— mail advertising will be 
used. 


Appoints Abner Waldman 


Abner S. Waldman has been 
named to the Cleveland advertis- 
ing sales staff of Marine Engineer- 
ing & Shipping Review, a Sim- 
mons-Boardman publication. He 
has been assigned to the central 
and western territories. 


KXOK-FM Appoints White 


John H. White has been ap- 
pointed to head the sales depart- 
ment of KXOK-FM, St. Louis, 
which broadcasts for transit radio. 
He joined the KXOK sales depart- 
ment in 1948. 


LYNCHBURG 


VIRGINIA 
An Important Virginia Key 
City Blanketed By The 
LYNCHBURG NEWS & ADVANCE 


.- Lynchburg cannot be sold from the out- 
side. 


. No other paper or combination of papers 
can Lynchburg. 

3. Quality of market index 115. 

ASK FOR OUR MARKET FOLDER 


Nationally Represented By 
WARD-GRIFFITH CO., INC. 
m Building........... NEW YORK 
Wrigley Bullding .............ssses+ CHICAGO 
General Motors Building............. DETROIT 
Statler Office Building................. BOSTON 
22 Marietta Street................... ATL. 


ANTA 
Russ Building ................ SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 
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industrial | 
areas, ranked in order of the num- | 
the larger 7 
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How CECO STEEL Sells Windows 
in Practical Builder... and saves money doing it / 


To get your share of the SALES that are 
waiting to be made in the multi-billion dol- 
lar light construction market you’ve got to 
utilize every effective selling tool at your 
disposal. That’s how Ceco Steel Products 
Corporation does it! 


Ceco Steel knows how to sell the contrac- 
tors and builders who buy and install win- 
dows for the homes, schools, factories and 
other buildings that make up this market. 
With a schedule of 12 consecutive two-color 
bleed spreads in PRACTICAL BUILDER, 
this smart, consistent advertiser every 
month captures the undivided attention of 
more than 80,000 building professionals, in- 
cluding some 60,000 contractors and build- 
ers — and saves money doing it! 


Write for New Builder Survey 


How big is a “big builder’? Where's the 

bulk of the home building done? How many 
houses per year do builders build? What are 
the most popular price ranges for homes? 
What new sales features are builders adding 
to their 1950 houses? These and many 

other questions of vital importance to.every 
sales and advertising executive who wants 

to cover the huge, far-flung light construction 
market are answered in PRACTICAL BUILDER's 
new builder study, just completed. For your 
copy, write Dept. AA on your business 
letterhead. No obligation. 


Dominates and Saves $3,840 a Year! 


Yes, thanks to PRACTICAL BUILDER’s 
new Incentive Plan, Ceco Steel is actually 
saving money on its powerful campaign. 
Under this plan a full year’s schedule of 12 
consecutive two-color bleed spread adver- 
tisements saves the advertiser as much as 
$3,840—or $320 per month! These savings 
are made possible because on such schedules 
PB is happy to waive its standard color and 


bleed charges in order to encourage more 


building product manufacturers to do better 
trade promotion as a vital, integrated part 
of their overall sales strategy. 


Best Way to Sell Your Product, Too! 
Realizing the importance of selling this busy 


builder audience on the application and in- 
stallation features of its windows, Ceco Steel 
has chosen the right medium for this job. 
PRACTICAL BUILDER is the builder’s 
“how-to-do-it” magazine—edited by and for 
practical building men—read by more 
builders (large, small and medium size oper- 
ators) than any other builder publication. 
No better place to tell the building indus- 
try’s No. 1 consumer why, how, when and 
where to use your building product, too! 


Why not take advantage of this startling 
new money-saving plan? Let a PB represen- 
tative tell you how you can sell more of your 
products to PRACTICAL BUILDER’s 
80,000-plus practical building men at big 
savings. 


PRACTICAL BUILDER 


5 South Wabash Avenue, Chicago 3, Illinois 


Published by Industrial Publications, Inc., for over 33 years exclusive 
publishers to the Building Industry, also publishers of Building Supply News, 
BSN Deolers' Directory Issue, Building Material Merchant & Wholesaler, 

Brick & Clay Record, Ceramic Industry and Ceramic Data Book. 
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SHINGLE-VISION—That’s what U. S. Gyp- 

sum calls its new kit for showing 35mm 

slides. Kit includes projector, 10’ cord, 

self-contained screen, slides and leather 
file case. 


U.S. Gypsum Offers 
‘Shingle-Vision’ Kit 
to Roofing Salesmen 


Cuicaco—United States Gypsum 
Co. has developed a sales demon- 
stration kit designed to relieve 
roofing and siding salesmen from 
having to carry bulky books and 
samples. The kit, called Shingle- 
Vision, weighs less than ten pounds 
and shows colored product pic- 
tures through a translucent screen 
by means of a 35mm slide projec- 
tor. 

When the front cover of the kit 
is removed, the screen is exposed. 
The hinged back folds down and 
the salesman can remove the pro- 
jector and plug it into any outlet. 
The color slides, numbering close 
to 200, are grouped for convenient 
presentation of specific shingle or 
asbestos siding styles and color 
offerings. ‘ 

U. S. Gypsum consulted with 
several roofing and siding mer- 
chandisers during preparation of 
the slides, and the kit itself was 
field tested before it was mass pro- 
duced. It is now being shipped to 
contractors, and the company ex- 
pects that several thousand will be 
in-use during the summer selling 
season. 

Fulton, Morrissey Co. here is the 
agency. 


Agency Changes Name 

Stewart-Lovick & Macpherson 
Ltd., Vancouver, B. C., has changed 
its name to Stewart-Bowman-Mac- 
pherson. 


James Joins Video Films 

John Burns James Jr. has 
joined Video Films, Detroit, pro- 
ducer of motion picture television 
advertising. 


Merchandisers’ Club Elects 

C. A. MacDonald, president of 
MacDonald-Cook Co., South Bend, 
Ind., has been elected president 
of the St. Joseph Valley Merchan- 
disers’ Club. Other officers are: 
lst vice-president, David R. Os- 
borne, Studebaker Corp., South 
Bend; 2nd vice-president, Gus C. 
Browne, Browne-Bruner Co., 
South Bend; secretary, James D. 
Ash, Ash Advertising, Elkhart, 
Ind., and treasurer, John Wagner, 
Associated Manufacturers Sales 
Co., South Bend. 


Appoints West-Holliday 


West-Holliday Co. has been 
named to represent the new En- 
terprise Courier, Oregon City, Ore., 
which is the combination of the 
old Banner Courier and the Oregon 
City Enterprise. 


Frost Joins Hewitt-Robins 


C. Lynn Frost, formerly adver- 
tising manager of Quaker Rubber 
Co., Philadelphia, has joined the 
advertising department of Hewitt- 
Robins Inc., New York. 


Shrager Agency Names Two 

John J. Carroll Jr. has been 
named traffic manager of John 
Shrager Inc., New York agency. 
Norton A. Newman, formerly with 
Times Square Stores, has been ap- 
pointed art director. 


Appoints Allen & Clenaghen 


Mobilift Corp., Portland, Ore., 
manufacturer of lift trucks, has 
appointed Allen & Clenaghen Ad- 
vertising Agency, Portland, to han- 
dle its advertising. : 


| tions of the Chicago National Bank 


Advertising Age, April 24, 1959 


Gets Three New Accounts 
Albert Frank-Guenther Lay 
Inc., San Francisco, has been ap- 
pointed to handle the adverti 
of Pacific Oil & Gas Development 
Corp., American Northland Oj 
Co., and Paul C. Rudolph & Co, 
investment house. All are located 
in San Francisco. 


Krause Named PR Manager 


Donald W. Krause has been ap. 
pointed manager of public rela. 


America’s Ten Largest Magazines of Audited Circulation * Publishers’ Statements for Last Six Months of 1949 


cant 


happen with 


—— 


“cash- 


CASH-AND-CARRY CIRCULATION (SINGLE COPY SALES) 
CIRCULATION MAGAZINE 1,000,000 2,000,000 3,000,000 4,000,000 
5,305,394 | Life 
4,429,260 Ladies’ Home Journal 
the RIGHT PEOPLE | aoraate | Saterday Evening Pow 
Win for your product the influence 4,000,156 | Woman's Home Companion Why are single copy sales the 
and good will of the 20,000 County 3,937,386 | McCall's cream of magazine circulation? 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 3,458,080 | WOMAN’S DAY . sates 
tionists who read Better Farming Because they are buyer-initiated. 
Methods every month. 3,291,829 | Better Homes and Gardens Because no premiums og pressures, 
3,140,371 | Collier's no song-and-dance, no special 
inducements bring the sales in. 
ee ane a A The single copy sale reflects the 
FARMING 3,080,493 | Good Housekeeping reader’s desire to buy, rather than 
METHODS the publisher’s desire to sell. 


of 


the greatest cash-and-carry circulation| 
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Advertising Age, April 24, 1950 


New Stuarts Policy 
Pays Off at Easter 


New YorK—Stuarts Clothes Inc. 
had an Easter volume of 250% 
over 1949, Louis Zeller, president 
of the chain, has announced. He 
attributed the gain to the new su- 
permarket policy instituted by 
the company (AA, March 6). 

“This increase is most encourag- 
ing,” Mr. Zeller said, “because re- 
cent surveys conducted by trade 


publications 
stores throughout the country re- 
port sales declines of 25% to 30% 
since the first of the year.” 

Mr. Zeller said that 75% of his 
company’s pre-Easter sales were 
to new customers. About 25% of 
the customers bought two or more 
items, he said, because savings in 
the cost of the first purchase al- 
lowed customers to buy a second 
suit or a topcoat. 

Temporary sales or clearances 
are not the solution to the men’s 


reveal that men’s' 


clothing industry, Mr. Zeller em- 
phasized. Markups generally, he 
said, have to be lowered. 


Zanphir Opens Own Office 

Peter Zanphir, formerly adver- 
tising director of the Publix Shirt 
Corp., has open his own office at 
542 Fifth Ave., New York, to spe- 
cialize in sales promotion and 
presentations for advertisers, agen- 
cies and media. He was at one time 
sales promotion manager of Mutual 
Broadcasting System, and promo- 
tion manager of Redbook. 


Lever Appointed A. M. 


James J. Lever Jr., formerly se- 
cretary to U. S. Senator Olin D. 
Johnston, has been named adver- 
tising manager of “South Caro- 
lina Farmer,” Anderson, S. C., 
monthly organ of the South Caro- 
lina Farm Bureau Federation. 


U. S. Testing Co. Moves 

United States Testing Co., com- 
mercial testing and research or- 
ganization, has moved its New 
York offices to the McGraw-Hill 
Bldg. 


—_— 


on? 


in 


n) of all magazines 


steady seller 


An unopened magazine can’t whip up much 
enthusiasm for the products between its 
covers. And there are plenty of unopened 
magazines— plenty of Annies who don’t live 
there any more. That’s just one example of 
the waste circulation in subscription figures. 


THAT’S WHY WE SAY “CASH”, 

The woman who puts out cash for a single 
copy of a magazine is going to read that 
magazine. Her cash is ready money .. . 
money she’s ready and able to spend to 
buy her the things she wants. 


THAT’S WHY WE SAY “CARRY”. 

The customer who’s up and around, eager 
to buy and read, is a far more promising 
prospect than Annie. . . who isn’t reading 
in December what she subscribed to in May, 


“CASH-AND-CARRY” .. . YOUR MOST 
VALUABLE CIRCULATION, 


Cash-and-carry magazine sales are made to 
active customers who pay money on the 


spot for the things they want... and that 


~ mean your product. 


circulation” — 


Every sale of Woman’s Day is a 


cash-and-carry sale... 
and Woman’s Day tops all the top 


magazines in “‘cash-and- 


carry circulation.” 


a 


othe A 


Woman's Day 


on sale at all A& P Food Stores—5¢ 


1600 rayon gabardines sold by Wana- 
maker's, New York, McKettrick reports, 
after advertised at $12.95 on September 
Il in The New York Times Magazine. 


make mine a \fekettrick 


o* 
e 


pee 


800 rayon crepes sold byAbraham &Straus, 
Brooklyn, McKettrick reports, after ad- 
vertised at $10.95 on October 9 in The 
New York Times Magazine. 


oe 


make mine a \ [rKettne 


Q 


* 


bee 


1000 rayon crepe jacket-dresses sold by 


B. Altman, Fifth Avenue, McKettrick re- 
ports, after advertised at $15.95 on Jan- 
uary 22 in The New York Times Magazine. 


The New York Cimes fie 
zine 


2 2 


Ads in The New York Times Magazine 
always sell dresses for McKettrick. Not 
only in New York, but all over. Which is 
one reason The New York Times is the 
Number One fashion advertising medium 
in the country. 
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Cpe Crain and associates, i OLLooks 


224 H. Meridian - Blley 1404 - Indianapolis 4, Indians a 


Mr. Sam Purnell fi! 
NEWSWEEK bis 
360 N. Michigan Avenue 


Chicago, Illinois 
Dear Sam: 


I cannot release actual figures on results obtained by 
the State of Indiana from their advertising during the 
last half of 1949. 


But I can say that NEWSWEEK is leading the other twelve 
publications on our list. As a matter of fact your good 
publication has produced nearly one third of our total 

number of inquiries. 


As you know, this campaign is geared to produce quality 
inquiries, not a quantity of inquiries. That, to me, makes 
the job NEWSWEEK has done more outstanding than ever. 


Best regards, 


F. T. McCain Jr. 


™ b 
FTM/me President 


vis iat RS 7 


5 at SAAS Bert © a oe oy 
tg OS cal eas os Le” She 
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NEWSWEEK ig A oy, bE, Be 

October 8, 1949 | mae 

| ‘ ot fe f 

tha 
' eth 

= Department of Commerce For Newsweek’s readership is concen- | “’! 


sells the advantages of Indiana for __ trated in top management where, as 
_ business and living. North American executives, these men make the final 


Philips Company, Inc. sells imported business decisions. 


electric shavers. 
At the same time, as family men, they 


Although these two accounts were _ have the means to afford top quality. 


worlds apart in what each had to sell, Most important: they have the confi- 


both had something to offer that the dence in Newsweek that makes selling 
Newsweek audience wanted. so much easier. 


NEWSWEEK « 152 WEST 42ND STREET «+ NEW YORK 18, NEW YORK 
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or Beard Remover 


Newsweek can sell both 
...and did 


NORTH AMERIC 


PHILIPS COMPANY, INC. 


WEVGO 


Dear Mr. Taylor:- 


You may remember that each of the two full page ads we ran in Newsweek 
for November 14th and December 5th, 1949 urged readers to buy the NORELCO 
Dry Shaver at one of the top stores listed, or "if inconvenient, use the 


coupon." The coupon read, "Please send, prepaid, NORELC : 
checked AC-DC, $16.50." prepese, 0 Dry Shaver as 


Frankly, we did not expect any sizable mail order response from Newsweek or 
from any of the other publications on the list. We were offering a quality 
item at a competitive price, but NORELCO was new in the American market. 


We suspected that Newsweek's executive readers, as a rulé, might not be 
coupon-clippers. Most orders, we felt, would appear on the sales records 
of the major stores whose names we listed in our ads and therefore would 
be hard to trace. 


But now that most of the sales from this campaign in your magazine and the 
seven other leading general publications used have been tallied, I want to 
say that I gladly take off my hat to Newsweek. 


Not only did Newsweek top the entire list in the number of direct cash 
orders, but it pulled 36.6% of all the orders received. The response 
from Newsweek was more than double that of the next highest magazine. 


This record is all the more remarkable in our opinion since (1) we had never 
before advertised in Newsweek, and (2) the coupons specified cash-on-the- 


barrel—-head. 


Ba NEWSWEEK 
Bio.’ December 5, 1949 


The way so many of your readers unhesitatingly responded is a mighty good 
indication to us of the quality of your readers and the implicit confidence 


they place in your magazine. 


Cordially, 
NORTH AMERICAN PHILIPS COMPANY, INC. 


HE Lay 


HEF: j1 Advertising - Publicity Manager 
:jln. 


DETROIT « CLEVELAND 
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CBS‘s Campbell 
Calls Radio's 
Future Secure 


Says Network Radio 
Too Big to Die But 
Pattern May Change 


Cuicaco—‘The facts indicate 
that network radio is too big and 
too efficient to go out of the pic- 
ture” because of competition from 
television, according to Wendell 
Campbell, midwestern sales man- 
ager of Columbia Broadcasting 
System. 

Speaking before the Chicago Ra- 

,dio Management Club, Mr. Camp- 
bell admitted that “radio will be 
affected by TV” and “will pass 
through a transition stage that may 
be difficult,” but he presented a 
series of arguments which, he said, 
prove that “radio will probably 
fill a need no other medium can.” 

Today, he said, there are more 
than 80,000,000 radio sets in opera- 
tion, including 65,000,000 home ra- 
dios, 15,000,000 car radios and 
about 5,000,000 radios in public 
places (about 5,000,000 radios are 
being repaired at any one time). 


= He estimated that about 8,000,- 
000 home radios and 4,000,000 car 
radios were sold last year—more 
than twice as many radios as tele- 
vision sets were sold. 

Radio listening, he continued, 
has increased from four hours 
daily in 1948 to 4.2 hours daily in 
1949 (according to A. C. Nielsen 
Co. estimates). 

“ Time sales in 1949 were $637,- 
000,000, 3.4% more than the 1948 
total. 

He charged that prophets 
discuss the future of radio 
television usually fall into two 
groups—the “fluff-it-offers” and 
the “viewers-with-alarm.” He ar- 
gued that “both, no doubt, are 
wrong.” 


a “What will probably continue 
to happen,” he argued, “is what is 
going on now...Today the big 
network advertisers rely on net- 
works’ coverage and networks’ low 
cost to reach their markets. For the 
next few years, these experienced 
network advertisers will continue 


who 
and 


7 THERE’S CONCENTRATED 
3UYING POWER IN 
: INSTON-SALEM: 


the 


LOOK AT THE EVIDENCE: 


1949 
Number of 
Telephones 


32,839 


Since 1940 An Increase 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING . 


National Representatwe KELLY-SMITH COMPANY 


Advertising Age, April 24, 1955 Advert! 
to use network and to expand their; programs; Wrigley’s addition of; or, in some cases, were legally pre-;media will have some of their steadily 
use of it. “Life With Luigi”; and, coupled | vented from using network. revenue from current sources ff. in } 

“Beyond that time, no one can/ with this radio activity, a limited; “Particularly conspicuous on the|trimmed, and have to find new a’ WwW 
predict.” The contention that net-|use of TV by the big network ad-|list are the auto makers, big ticket > ng or it may be that they wilj pected 
work advertisers will continue to/| vertisers. appliance manufacturers and rug|go along comparatively unscathed,” of the t 
use and to expand network radio is companies. What today’s network bab’ 
no idle claim, he insisted. = Moreover, he argued, a break-/| advertisers will do in the future,” |m Mr. Campbell cited the follow ing ar Th 

As examples, he cited the Ches- | down of sponsored TV shows now |he continued, “is anyone’s guess. | arguments why radio will continue creasin 
terfield purchase of a nighttime jon the air “shows that a little over; “There is no question but what/as a potent force, at least for the buys a 
Godfrey show; the Colgate pur-|half of all network TV shows are|they will buy more TV. That/next few years: dios an 
chase of its first daytime strip;|sponsored by advertisers who|doesn’t mean that any or all of| 1. More and more goods will be um. In 
General Mills’ decision to under-|either never used network radio|the TV budget will be at the ex-| produced, more money will be of new 
take a big summer nighttime net-|or who have patterns of being in-| pense of network or of spot radio} spent to sell what is produced and radio fe 
work campaign; Longines’ pur-|and-out network sponsors—adver-|or of magazines or of newspapers. | advertising expenditures probably expand 
chase of two Sunday half-hour/|tisers who couldn’t find a formula} “It may mean that each of these will continue to move upward “whe 
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To The len lop Copywriter 


If you want the most readers for 
those great ads you write...run,} 
don’t walk, to your nearest ex¢é 


BIG-LEAGUE ADS DESERVE THE BICGESIEN 
MAGAZINE AUDIENCE IN THE WORLD. .4 
and METRO delivers it! 


A bigger audience than any magazine, Sund 
magazine, or top-ranking series of radio program 

Point out to him that the Metro-masses 
38 million strong... 15 million families coneg 
trated where two-thirds of all retail buying 
done! And Metro, to these consumers, compri 
a great “Supermarket-in-Print” where they 
their shopping. 

Point out that these Metro-masses have 4 
proximately 68 billion dollars a year to spend am 
and that plenty of it is available for the goa 
you glorified in that campaign. 

Suggest to him, in your most diplomatic 
ner, that he might just find time to call the n¢ 
est Metro-man and get the whole, new std 


You DIG for a campaign theme like a 
prospector for uranium. ’ 

You hammer that portable until it smokes 
making the sales story come alive. You put your 
copy on ice overnight and in the morning... it 
still looks good! It glows! It sings! It sells! 

From then on in, you’re in the hands of the 
readership boys — and sales. 

Almost, but not quite! There’s one more thing 
you could do. And a small effort, too, after all 
the big labor you’ve put in. 

Point out to the account executive who works 
with you that Metro will give those ads you 
master-minded a bigger audience than any maga- 
zine in the world! 


Sales Offices for Metro Magazines and Metro Comics .. . 
NEW YORK 


* CHICAGO + DETROIT - SAN FRANCISCO + LOS ANGELES 
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Individually edited by 
these leading Sunday newspapers 


Seal. 
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steadily while the cost of advertis- 
jng in relation to sales declines. 

2. While television may be ex- 
pected to get an increased share 
of the total budget, the total budget 
probably will continue to rise. 

3. The population is steadily in- 
creasing. Even if every new family 
puys a TV set, it will also buy ra- 
dios and listen to the aural medi- 
um. In addition, “a large number 
of new families will be exclusive 
radio families. They will constantly 
expand the value of a rating point. 

“Where a point now means 400,- 


000 families, with an increase of a 
million families a year or more, a 
rating point will gradually edge up 
until it means 420,000, or 450,000 
or 500,000 homes.” 


= 4. There is an increase in car 
ownership. The vast majority of 
new cars have radios. As more 
people take to wheels, the amount 
of time devoted to car radios will 
increase. 

5. “Leisure time is increasing 
steadily and Americans are get- 
ting to be more and more an out- 


doors people. The portable radio is 
a big feature in leisure outdoors 
hours. Millions of people at 
beaches, on picnics, etc., can be 
reached only by radio.” 

Finally, he argued, “so far we 
have seen the behavior only in the 
minority of the population to 
which TV has a strong appeal. How 
broad and how intensive that ap- 
peal will be, we don’t know. Per- 
haps it will be universal, or per- 
haps it will be like the movies, 
which have both their ardent fans 
and a large population segment 


that can take them or leave them 
alone.” 


ANPA to Study Newsprint 

The American Newspaper Pub- 
lishers Association has appointed 
a special committee to consider 
improvement in the quality of 
newsprint. William G. Chandler, 
Scripps-Howard executive and for- 
mer ANPA president, is chair- 
man of the 22-man group. Its pur- 
pose, he said, will be to work with 
manufacturers toward better print- 
ing quality. 


— 


CLEVELAND Plain Dealer 

DES MOINES Register 

DETROIT News and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 


LO Courier-Express 
ribune 


MINNEAPOLIS Tribune 

NEW ORLEANS Times-Picayune & States 
NEW YORK News 

PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 

ST. PAUL Pioneer Press 

SEATTLE Times 

SPRINGFIELD Republican 

SYRACUSE Post-Standard 

WASHINGTON Star 


Ashbach to Direct 
Wilcox-Gay Corp. 


Leonard Ashbach, president of 
Garod Radio Corp., New York, 
manufacturer of Garod and Majes- 
tic TV and radio sets, has ac- 
quired a “substantial equity in- 
terest” in Wilcox-Gay Corp., Char- 
lotte, Mich., maker of TV and re- 
cording devices. Mr. Ashbach has 
been made chairman of the board 
of Wilcox-Gay. 

The Wilcox-Gay line now in- 
cludes television and radio re- 
ceivers, phonographs and tape-disc 
Recordio units. Most of the com- 
pany’s production facilities will be 
converted to the manufacture of 
Majestic radio and TV sets, Mr. 
Ashbach said. 


Buchanan Moves L. A. Offices 


The Los Angeles office of Buch- 
anan & Co. has been moved to 
larger quarters at 451 N. La Ciene- 
ga Blvd. The agency has been ap- 
pointed to handle the advertising 
of Desert Inn, Las Vegas. 


Butler Joins BEB 


Willard Butler has joined the 
time buying department of Benton 
& Bowles, New York. 


INOS 
isi 


In 1887 Heinrich Hertz first 

proved that electromag- 

netic waves could be sent 
through space. 


* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation, 
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BY EWING GALLOWAY, N.Y 


Nour Castomer ? 


UNLESS you have 


That newspaper is the WaAsHINGTON—Retail business 


distribution in the far north Long Beach Press- during the week ended April 8 was 

this Eskimo probably isn’t. Telegram. It is very good. 
And even if he were, your sales delivered to more Dollar volume for the week 
henge 5 undoubtedly be small than 2 out of 3 Long (which preceded Easter) equaled 
because of low per-capita incomes. Beach homes every the volume for the same week last 
One Cp Gone is almost certain day of the week, year. However, Easter, 1950, was 
debe were your customers, you proving it is “The a week earlier than Easter last 
Se ae tw yo Paper the People year. As a result, department store 
outside media te reach Yet Prefer.” sales for the week ended April 15 
from a distance some national In Long Beach the will be shown below the 1949 level 
ay af ny ee good distri- Press-Telegram can and sales for the month of April 
Long ’ “ do the job alone. also are expected to be below the 

(one of America’s major markets) 4.6% 
attempt to do a Geese "Be Ss ae for the same month a year 
alone. LONG BEACH CALIFORNIA ae a 
IT CAN'T be done! Regional differences are begin 


WHY? Simply because the greatest 
Lon ach readership of any 
outside newspaper is only 14%. 


y ~ 4 
} Dre 


i. * 


; ing t importance. 
ss-Celegram ewer 


lanta district were ahead of last | 


—_ Represented Nationally by year’s sales for the sixth successive 
GRESMER & WOODWARD, Inc. week, and cities in the Dallas and 


For the first three months of this year, 
new car sales have been booming at a 
rate unprecedented in Detroit’s automo- 
tive history. Plants are working over- 
time and double shifts to keep their 
dealers supplied. Looks like another 
BIG BUSINESS year for Detroit! 


Money is plentiful in Detroit, with de- 
posits in Detroit banks at an all-time high 
of over 2% billion dollars... more than 
900 million dollars of which is in savings 
accounts. Residential building permits 
issued are hitting new highs, too! 


Detroit now rates third nationally, in 
“volume of checks paid” by banks. 36% 
billion dollars was “at work” last year, in 
payment by Detroit individuals, business, 
government and industry for goods and 
services, plants and machinery. This 
stamps Detroit as one of the world’s 
greatest markets and trading areas! 


442,977 
highest weekdey circulation 
of any Michigan newspaper 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 
Eastern Advertising Offices: 10 E. 42nd St., New York 17—under management of A. H. KUCH. 


~ 


DMB .. . Detroit Means Business—BIG 
Business! Yet this highly concentrated 
market can be sold more economically 
than any other major market, with just 
ONE newspaper—THE DETROIT NEWS! 
The News leads in trading area circula- 
tion weekdays and Sundays. ..and carries 
nearly as much advertising linage as both 
other papers combined! 


period ending Sept. 30, 1949 


Chicago Representative: JOHN E. LUTZ CO., Tribune Tower 


Beach that can do an Federal Reserve Figures on Department Store Sales 


Advertising Age, April 24, 19m 


DEPARTMENT STORE 
SALES INDEX ~—s 


1935-39 EQUALS 100 


Week to Apr. 8, ’50*..p320 
Week to Apr. 9, ’49*....320 
Week to Apr. 1, ’50*....301 
Week to Apr. 2, '49*....301 
Month of Feb., ’50*..p224 
Month of Feb., ’49*....r228 


*Not adjusted seasonally. 
Preliminary. 
rRevised. 


San Francisco districts continue@ 
to enjoy a high retail sales volume 

Also in the “plus” column dur 
ing the week ended April 8 were 
the Kansas City and Minneapolig 
districts. On the other side of them 
ledger, the New York, Philadels 
phia, Chicago, St. Louis and Cleves 
land district cities reported lossem 
for the week as compared with last 
year, while the Richmond and Bogs 
ton districts broke even. 


% Change from '# 

. Week Ended 
Federal Reserve Mar. Apr. Apr. 
District and City 


— 


UNITED STATES .......... 

Boston District ................ 
New Haven. ........... 
Boston _ ............ 
Springfield 
Providence ... 

New York Distr. 


Lulbbleatent 


LolL. 


Cincinnati . 
Cleveland . 
Columbus ... 


Pittsburgh ...... 
Richmond Distr 
Washington ..... 
Baltimore ....... 
Atlanta District = 
Birminghan ................... 


en aa OOOH Th mae ney Semen mere 


Nashville ... ™ 
Chicago Distr:ct ................ 1 
Chicago ............. . —2 
Indianapolis = 
Detroit ....... 


bulssastewontbbbbudbilis 


be 


Milwaukee 
St. Louis District . 
Little Rock 
Louisville 
St. Louis 
WM. hi 
Minneapolis District ...... 
Minneapolis .................. 
eee 
Duluth-Superior _......... 
Kansas City District ...... 
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Los 
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Wichita ... 
Kansas City .. i 
i (eee 14 
Oklahoma City . = 


7 
ope 


r5 


= 
° 
b 
s 
to] 
hth onde 


Los Angeles Area ...... 
SREIIED . cntndittisaphinenconesesnes 
San Francisco ... 

Portland 


~ 
oonae 


rRevised. 
*Data not available. 


WNEW Appoints Pack 
Director of Programs 


_ Richard Pack, director of pubs 
licity and special events for 
WNEW, New York, since Septem 
ber, 1947, has been named direec- 
tor of programs for the indepen- 
dent station. He replaces Ted Cott, 
who resigned to become manager 
of WNBC and WNBT, NBC key 
stations in New York. 

Associated with radio for more 
than 18 years, Mr. Pack was di- 
rector of publicity and a member 
of the program board of WOR, 
New York, before joining WNEW. 


Dowling’s to Einhorn Agency 
Dowling’s Inc., New York, pho- 
tographic distributor and retailer, 
has named Edward Einhorn Inc., 
New York, to handle its advertis- 
ing in newspapers, national mag- 
azines, and by direct mail. The 
account was formerly directed by 
Shappe-Wilkes, New York. 
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Magic formula? 


What makes 350,000 of America’s most important people 
turn to U.S.News & World Report each week? 


Has it some magic formula? 


A formula, yes—but there’s no magic about it. 
Just UNIQUE. _ 


« U.S.News 1950—HIGHEST 
Mee Coicmccoges LIVING STANDARD 


ee ee 


WINSTON CHURCHILL 


50 Years of Compsigning 


pe 


The Formula is based on reporting and analyzing ORIGINAL NEWS—news that 
is derived from important happenings throughout the world—news which is of 
first importance to important people—news which appears nowhere else. 


* 


An example of ORIGINAL NEWS is detailed on the following pages. 

AUTHORIZED INTERVIEWS held with men of outstanding importance—men 
having important things to say to other important men who hold responsible 
positions in all walks of life—in Industry, Commerce, Business, Finance, the 


Professions, Labor, and Government. 


A typical example, in fact, of original news. 
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REESE TAYLOR 


President of Union Oil Co, of California 
discusses the future of oil through shale de- 
posits, and gives his views on Government 
plans to allocate materials. (Feb. 25, 1949) 


BENJAMIN F. FAIRLESS 


President of United States Steel Corporation 
describes conditions in the steel industry, dis- 
cusses the issues that revolve around it. 


(March 11, 1949) 


WILLIAM GREEN 


President of American Federation of Labor 
for twenty-five years, defends the “closed 
shop”’ against charges of monopoly, suggests 
ways of spreading work in a depression, tells 
what union labor expects from Congress. 
(April 8, 1949) 


CHARLES F. BRANNAN 


Secretary of Agriculture explains some pro- 
posed changes in U. S. basic farm policy. 


(April 29, 1949) 


EMIL SCHRAM 


President of the New York Stock Exchange 
discusses some of the problems of the stock 
market and of the individual investor, and 
why savings go largely into bank accounts, 
insurance, and: Government bonds. (May 
13, 1949) 


W. F. HALSEY 


Fleet Admiral ( Ret.) who commanded Task 
Force 58 in the Pacific, analyzes the signifi- 
cance of carrier action and outlines the 
Navy’s experience against shore-based planes 
of the enemy. (May 20, 1949) 
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HERBERT HOOVER 


Chairman, Commission on Organization of 
the Executive Branch of the Government, 
discusses informally what the Organization 
learned and how its findings were arrived at. 


(June 3, 1949) 


W. RANDOLPH BURGESS 
Vice Chairman, The National City Bank of 


New York, answers questions with regard to 
the three years’ study of the national debt, its 
size, and what it means to the nation’s econ- 


omy. (June 10, 1949) 


GEORGE J. SCHOENEMAN 


Commissioner of Internal Revenue speaks 
with authority on what is expected of the 
individual or corporate taxpayer by the Gov- 
ernment. (June 24, 1949) 


CYRUS S. CHING 


Director, Federal Mediation and Concilia- 
tion Service, tells what are the barriers to 
successful mediation and describes also the 
constructive work of the Service about which 
little is usually reported. (July 15, 1949) 


ARTHUR E. STODDARD 


President, Union Pacific Railroad Company, 
points out that railroad problems frequently 
are the problems of all business and that 
trends in a complex society often show up 
first in transportation. (Aug. 19, 1949) 


WALTER F. GEORGE 


Chairman, Senate Finance Committee, and 
a key figure in tax legislation since 1936, out- 
lines plans for broad changes in revenue laws 
to be pushed in Congress in 1950. (Aug. 
26, 1949) 
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CRAWFORD H. GREENEWALT 


The tenth President, E. I du Pont de Ne- 
mours & Co., gives his opinions on the use- 
fulness and social responsibility of large- 
scale enterprises and the extent to which they 
should be subject to regulation by the power 
of government. (Sept. 16, 1949) 


EMANUEL CELLER 


Chairman, House Judiciary Committee and 
Chairman, Subcommittee on the Study of 
Monopoly Power, comments on the various 
phases of the operations and policies of large- 
scale business. (Sept. 23, 1949) 


SAMUEL I. ROSENMAN 


Member of the President’s Steel Industry 
Board, trouble shooter on some of the Gov- 
ernment’s most ticklish problems, gives his 
opinions on the effectiveness of fact-finding 
boards as a means of bringing settlement of 
labor disputes. (Sept. 30, 1949) 


JOSEPH C. O’MAHONEY 


U. S. Senator and Chairman, Joint Commit- 
tee on the Economic Report, plans to renew 
his pressure for legislation that requires cor- 
porations to operate under federal standards 
regulating the conduct of business enter- 


prises. (Oct. 14, 1949) 


JOHN J. McCLOY 


U. S. High Commissioner for Germany an- 
swers the questions—what does Western 
Germany’s revival mean to the rest of the 
world? Does industrial recovery open the 
way for military recovery? As Germans 
grow stronger will they turn to Russia? 
(Nov. 4, 1949) 


ROY A. HUNT 


President, Aluminum Company of America, 
tells how consumers of aluminum make out 
in the market today and answers the question 
as to whether there is a monopoly in the in- 
dustry. (Nov. 11, 1949) 
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J. HOWARD McGRATH 


Attorney General of the U. S., the man re- 
sponsible for the prosecution of cases against 
business under the Sherman Antitrust Act, 
gives his views on how to regulate, in the 


public interest, such abuses of power as ap- 
pear in private enterprise. (Nov. 25, 1949) 


DAVID E. LILIENTHAL 


Retiring Chairman, Atomic Energy Com- 
mission, discusses informally, in layman's 
language, the problem of secrecy, the issue 
of Government monopoly, the uses of atomic 
energy in the fields of industry, agriculture, 
and health. (Dec 9, 1949) 


SIR STAFFORD CRIPPS 


British Chancellor of the Exchequer, in the 
first exclusive interview given any American 
publication, discusses the financial crises in 
“Britain’s battle for survival.” (Dec. 16, 
1949) 


CHARLES E. WILSON 


President, General Motors Corp., answers 
questions on the outlook in the automobile 
business, on the functional operations of Gen- 
eral Motors, on the carefully planned or- 
ganization and internal controls of GM. 


(Dec. 30, 1949) 


JOHN L. COLLYER 
President, The B. F. Goodrich Company, 


former director of rubber production in war- 
time, discusses in detail the new era of com- 
petition between natural and synthetic rubber 
and the effects of the recent devaluation of 
the British pound on the price of rubber 
grown in the plantations of the Far Pacific. 
(Jan. 6, 1950) 


DWIGHT D. EISENHOWER 


President, Columbia University (whose ex- 
perience covers not only co-ordination of 
Army, Navy, and Air Force of our own in 
Europe, but also the bringing together of the 
forces of Allied countries), speaks with au- 
thority on the value of co-ordination where 
different military services are concerned, 
(Feb. 3, 1950) 
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And, because U.S.News & World Report clicks with its readers, 
it clicks with the advertiser, too. 


The readership of U.S.News & World Report is predominantly among management 
men whose decisions on industrial as well as on family purchases are, in most cases, 


final. 


Over a period of some sixteen years, circulation has been built largely through sub- 
scriptions, 86% of which have been obtained “by mail direct to publisher.” This 
is the most voluntary of all subscription methods. 


The more than 350,000 buyers of the magazine and their families constitute the 
country’s top-layer market, non-duplicated by any other magazine in the field or by 
any combination of “management” or “general” news magazines. 


U.S.News Himes 
| s World Report BUMMER 


WINSTON CHURCHKL 


. 50 Years of Campaigning : 


U.S.News & World Report is unique in the field | 350,000 people who buy the magazine every 
of publishing; unique in its concept and theme; week indicate why you cover, in this magazine, 
unique in its ability to ferret out ORIGINAL _ the largest single group of intelligent people in 
NEWS. America with unequaled buying power for 
The positions, influence, and incomes of the quality products for factory, mill and home. 


Your advertising dollar works overtime when your products and 
services are cited next to original news first published in the pages of 


AMERICA’S 


Class~ 
NEWS MAGAZINE 
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Marketing Offers 


Best Chances, 
VA Tells Vets 


WASHINGTON—Selling and sales 
management are held out by the 
Veterans Administration as one of 
the main fields of opportunity for 
ex-G.I.s who are considering en- 
rollment in schools of business. In 
counseling ex-servicemen, VA oc- 
cupational guidance officers say 
marketing is a “fairly active source 
of jobs.” They say many nice 
things about advertising too, but 
they are warning young men and 
women that good advertising jobs 
are hard to get—and getting hard- 
er. 

“During almost every period 
there are many opportunities for 
topnotch salesmen,” the newly 
published “Occupational Outlook” 
supplement on schools of business 
says. “In 1949, though opportuni- 
ties for newcomers decreased 
somewhat, there were many job 
openings for experienced salesmen. 
This situation is likely to continue 
indefinitely.” 

Market research is pictured as a 
new and rapidly growing field with 
a very promising outlook for the 
long run. “Many people believe 
that market research activity 
should hold up well in periods of 
depressed business,” it says, “since 
marketing decisions are more im- 
portant for companies when com- 
petition for business is keen.” 

While market research jobs will 
expand over the long run, VA says, 
not more than a few hundred open- 
ings are likely to be available in 
one year. Preference will go to 
persons with marketing training. 


= “Because of the glamorous rep- 
utation that has been built up 
around advertising and the stories 
of high-paying jobs, advertising 
has become one of the most sought 
after fields for college graduates,” 
VA points out. 

Though an interesting, and on 
the whole a well paying field, ad- 
vertising is not one of the larger 
fields of employment for college 
graduates, it reports. 

It refers to a Four A’s estimate 
that there are about 12,500 adver- 
tising specialists in the nation’s 
agencies, including 3,200 account 
executives, 2,000 layout men, 750 
research specialists, 700 engaged 
in mechanical production, 750 radio 
and TV producers and 750 special- 
ists in media selection. The num- 
ber of advertising jobs outside the 
agency field is somewhat larger, 
it says. 

Collegiate training in advertising 
has not been definitely established 
as a qualification for entry into 
the field, VA reports. 


= Noting that some agency ex- 
ecutives believe that a well 
rounded education is the best 
preparation for advertising and 
that the specialized techniques can 
best be learned on the job, VA 
Says: “Those who have majored in 
advertising courses in college will 
not necessarily find employers 
anxious to give them preference 
over people who have taken more 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed By 


THE PEORIA JOURNAL STAR 

1. First metropolitan market in Illinois (ex- 
cept Chicago) 

2. Metropolitan county area pop. 600. 

8. “Best TEST newspaper in U. Ss” ns. M. 
survey. 

4. Per capita income—51% above Nat’] Ave. 
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general courses.” 


stantial increase is expected in ad- 


vertising employment. Most job|To Koehl, Landis & Landan 
Koehl, Landis & Landan, Cleve- 
dicts, will be to replace those drop-|land, has been named to handle 


ping out of the field because of|the regional advertising and pro- 
retirement, death or shifting to|motion of Cedar Point, summer 


openings that do turn up, it pre- 


years, enrollment of ex-servicemen 
VA warns the rising number of | in these courses has averaged 25,- 
advertising students that no sub-|000 (In Washington, April 10). 


other fields. Advertising and sales 
have been one of the more popular 
training fields selected by veterans 
using educational provisions of the 


resort on Lake Erie, which will 
open June 16 under new manage- 
ment by Melrose Operated Ho- 
tels. Newspapers, magazines, radio 


G.I. bill. During the past three! used 


and outdoor advertising will be 


Snow Crop Marketers 
to Sponsor TV Show 


Snow Crop Marketers Inc., New 
York, through Maxon Inc., is spon- 
soring the 10-10:30 pm., EST, 

rtion of NBC-TV’s “Show of 

hows” for five weeks of late 
spring selling. Snow Crop frozen 
orange juice and frozen coffee con- 
centrate will be featured in the 
commercials. 

This gives NBC a complete sell- 
out on the 2% hour Saturday night 
program for a few weeks at least. 
Speidel Corp,, Magnavox Corp., Ra- 
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dio Corp. of America, United Fruit 
and Swift & Co. are sponsoring por- 
tions of the “Saturday Revue.” 
The last three carry one-minute 
announcements on a single 30- 
minute stanza. The New York sec- 
tion of the show goes off the air 
for a summer vacation May 20. 


WPTR Appoints David 


in charge of advertising, has been 
made manager of Station WPTR, 
Albany, N. Y. He succeeds Fred 


W. Russell David, vice-president 


R. Ripley, who has resigned. 


They speak your 
Language! 


ws you talk to anyone in au- 
thority at an ATA plant it is 


not necessary to resort to Esperanto, 
Indian sign language or smoke sig- 
nals. He knows exactly what you are 
talking about. This gets you away to 
a fast start. 

It is this use of a common language 
—this speaking in the same advertis- 
ing terms—that makes ATA service 
so effective and satisfactory. It elimi- 
nates misunderstandings and loss of 
time in explaining what you want. In 
fact, after a few jobs, just give the 
ATA expert the copy and layout, tell 
him the publication and its deadline 
(although he probably knows that 
too) and he is ready to take over. As 
simple as that! 

You see, ATA experts not only 
know fine typography—but they are 
familiar with advertising problems 
as they affect the art director, the 
production man, the copywriter, the 
account executive. They understand 
the relation of type to message. 
They appreciate the meaning of the 
word “RUSH.” They know dead- 


lines and how to meet them. They 
study new methods and how they 
may apply to particular jobs. They 
keep in touch with advertising trends. 
They possess good taste and a sense 
of proportion. They are accurate, 
honest and above all, anxious to help 
the customer in every way possible. 
These experts relieve the customer of 
worry and of many of the details usu- 
ally handled by the agency or ad- 
vertiser. 

In dealing with an ATA member 
(he does subscribe to a strict code of 
ethics), you may be certain that he 
will do what he promises—that he 
will feel anything short of perfection 
is letting you down—and that he will 
put his whole heart into the job. You 
won’t find him trying to conceal 
errors or cover mistakes by mumbo- 
jumbo or gobbledegook. He speaks 
your language—and he means it! 

Phone your nearest ATA member 
today and learn how true this is. 
You'll find him an artist and a busi- 
ness man to whom quality typography 
is a sacred trust. 


™* ADVERTISING 
TYPOGRAPHERS ASSOCIATION 


OF AMERICA, INC. 
Executive Offices: 461 Eighth Ave., New York City | + Albert Abrahams, Executive Secretary 


Typography that 


sets up an ideal 


Advertising 
Typographers 
Association 

of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. ee 
BUFFALO, N. 
Axel Edw. Schlin Typographic Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 

e Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO 

The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOS ANGELES, CAL. 
The House of Hartman 


LOUISVILLE, KY. 
The J. W. Ford 


MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 

MINNEAPOLIS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company ‘ 

Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

‘Associated Typographers, Inc. 

Atlas Typographic tvice, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typoqnemc Service, Inc. 
A. T. Edwards ypography, Inc. 

41. State Craftsmen, I 

Graphic Arts Typographers, Inc. 

Huxley House 

lnoeeal Ad Service 

King Typos Service Corp. 

Master Typo Company 

Morrell & 1? ap Inc. 

Chris F. Olsen, I 

peer 3 Nelson Philips, s, Inc. 

Roya pographers 

Frederick W. Schmide, tec. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

y 3 ——— Designers, Inc. 

The T bempnic Service Co. 

edie It-Jackson Typography, Inc. 

Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. ne cong Inc. 

Alfred J. Jordan, Inc 

John C. Meyer & Son 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. : 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

Martin & Pettitt, Inc. 

Frank McCaffrey’s Acme Press 
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Public Opinion Is Forcing 
a Change in Excise Taxes 

WASHINGTON—One reason why 
Congress will act on excise taxes, 
despite the bad state of federal 
finances, is that the public is 
insisting on it. Thousands of let- 
ters are coming in—many of them 
very strong ones—from business 
men and consumers who-say some- 
thing should be done about war- 
time levies on toilet goods, lug- 
gage, jewelry and furs. 

The final bill will cover many 
other taxes, including admission 
taxes, yet strangely enough, the 
public is not making itself heard 
on theater admissions. During 
House ways and means committee 
hearings, theater owners made a 
good case for reduced admission 
taxes. Since then, they have used 
their . eens to rally the public 
against these taxes—yet theater 
goers have been sitting on their 
hands. , 

Thousands of patrons have 
signed form cards which are 
shipped here by the boxful, but 
having signed they apparently feel 
satisfied. Only a handful have 
been stirred to the point where 
they have gone home and written 
the kind of irate letter which 
lets a congressman know that the 
voter really means what he said. 


Paul Hoffman’s effort to close 
the “dollar gap”—build Europe’s 
ability to sell to America—will re- 
sult, before long, in one of the 
most bitter foreign policy debates 
of modern times. When the fighting 
starts, Hoffman and Secretary of 
State Dean Acheson will be ac- 
cused of “scuttling” sections of the 
reciprocal trade program which 
require that tariffs be high enough 
to protect U. S. producers. 

First shots are already being 
fired by midwest farm bloc mem- 
bers. According to Rep. August H. 
Anderson (R., Minn.), Europe is 
encouraged “to dump” agricultural 
products here at a time when U. S. 
farms are forced to take 30,000,- 
000 acres of cotton, corn, dried 


Medical copy has selling 
punch when written by a 
physician who fully under- 
stands the value of your 
product. Knowledge of 
FDA, FTC and commercial 
requirements. Since 1921, | 
have specialized in writing 
medical ads and radio com- 
mercials. Packaged radio 
and television programs 
dealing with health. 


Folder mailed on request. 


FREDERIC 
DAMRAU, M.D. 


247 Park Ave., New York 17 
Plaza 5-3638-39 


By STANLEY E. COHEN, Washington Editor 


beans and tobacco out of produc- 
tion. “And,” he argues, “during the 
past two years we made available 
$175,000,000 of farm equipment 
and tractors to improve western 
Europe’s farm production.” 


At least two of President Tru- 
man’s latest government reor- 
ganization plans are heading for 
a Senate veto, and a half dozen 
others are in danger. This despite 
the fact that the road to reorgani- 
zation of the costly and cumber- 
some executive arm of the govern- 
ment was supposedly paved by 
the bipartisan investigations of the 
Hoover Commission. 


It may be lese-majesty to say 
it, but informed people here are 
beginning to admit that the Hoover 
Commission was one of the most 
over-rated projects of recent years. 
Because of their varied back- 
grounds, commission members split 
so badly that their recommenda- 
tions are in the most general terms. 
Now they find themselves quoted 
on both sides of every reorgani- 
zation issue that comes up for de- 
bate. 


Gardner Advertising Co., St. 
Louis, was “among the missing” 
when 15 medium and small agen- 
cies gathered here a few days ago 
for a fill-in on National Guard’s 
$300,000 advertising and public 
relations program for fiscal 1951. 
Gardner, which lost the big Army 
and Air Force recruiting account 
last fall, had already notified Na- 
tional Guard that it wants to wind 
up its affairs on the smaller account 
June 30. When individual agency 


presentations are held early next 


month, the competition will ap- 
parently be wide open. 


Barring another big rabbit-out- 
of-the-hat, Federal Communica- 
tions Commission should be able 
to clean up its color television 
hearing some time early in May. 
It may have a decision very soon 
thereafter. One of my colleagues at 
the press table is predicting that 
the nod will go to CBS. Challenged 
on this, he has backed up his pre- 
diction with $1,000 bet at even 
money. Being an honorable guy, 
he is protecting his professional 
integrity by pledging to give his 
winnings—if any—to charity. 


NBC-TV to Telecast 
Educational News Series 


National Broadcasting Co., New 
York, has started an educational 
news series, “Watch The World,” 
designed to placate educators who 
have been finding fault with the 
types of programming offered by 
TV. The show—televised Sundays 
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from 3:30 to 4 p.m., EST—includeg 
live special events pickups, inter. 
views and film coverages of stories 
behind the news. John Cameron 
Swayze is the narrator. 

“This selection is in keeping 
with the findings of recent educa- 
tional surveys, which have indi- 
cated that the field of current 
events is one where television 
could do its most valuable work 
in coordination with the present 
curricula of our nation’s schools,” 
Joseph H. McConnell, president 
of NBC, said. 


Ford Appoints Burdette 


Donald C. Burdette has been 
named manager of the used car 
and truck sales department of the 
Ford division of Ford Motor Co., 
Detroit. He succeeds Robert R. Na- 
dal, who recently became director 
of the dealer development office. 


WHOM Advances Baltin 


Charles Baltin, assistant general 
manager of WHOM, New York, 
has been promoted to vice-presi- 
dent. He has been with the foreign 
language station since 1940. 


FIRST in 


Display Advertising ! 


The WORLD-TELEGRAM anv SUN 


gained more than a nillion lines of 
Display advertising during the first 


three months of 


1950! 


The WORLD-TELEGRAM ano SUN 
now leads all other weekday news- 
papers in New York in full-run Dis- 
play advertising! 


There’s always 


more SELL in... 


612, 


468 


New Yorkers. are now buying the 
WORLD-TELEGRAM anp SUN... first- 
class evidence that it should be the 
top buy for selling New York! 
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ides | CBS Names jou oven Record Campaign Set for New Blue Sunoco ’ 
er- s 
ries _ oy 7 , = at PHILADELPHIA—Sun Oil Co. has|tra,” heard each evening on 34 " 
ron ee introduced its new high-test gaso-| stations, will devote its commercial 
—? = d Ed Sullivan, emcee of line, New Blue Sunoco, by launch-/|announcement primarily to the 
ing Lincoln-Mercury’s “Toast of the ing the most aggressive advertis-|new gasoline. On television, the 
die Town,” have ag poseee cy ing — — campaign it has a ap use peg 
~ ucers on CBS-TV, New York. ever attempted. J spot announcements. ore 
bp: . Sullivan, who or ge More than 400 newspapers in | than 2,500 outdoor posters will be ae 
ork of the Town = ted ~ + ang 18 states and the District of Col-|used in the next six months. a 
sent nent 2 geen og umbia carried the opening blast| At service stations, special 
ls,” Jaine-Thom son, has co ap- of the record-breaking campaign.|crowns are being supplied for 
om ~ inted executive’ vice-president of To supplement its heavy news-|gas pumps, and special placards, 
ee agency, replacing Mr. Lewis. paper schedule, Sun Oil is using|banners, window streamers and 2 
, 24-sheet posters, network radio,|other decorations are being used : 
‘Seventeen’ Names Hodges ' ' television spots and service sta~|to announce the gasoline. . 
een beeen Hodges has been ap-| DISPLAY MEN—Photographed at the POPAI symposium in New York were Albert | tion displays to introduce the new/ For several weeks recently, a ; 
car f inted head of the merchandising} 4eilparn, Einson-Freeman Co., chairman of the door prizes committee; W. L. Stens | product. series of merchandising meetings <q 
the Eeviee department of Seventeen,| 99°°d, W. L. Stensgaard & Associates, and master of ceremonies; J. Kingsley Gould, New Blue Sunoco is being in-|were held in Sun Oil’s territory, ie 
“ New York. She was in charge of| &xecutive secretary of POPAI; and E. K. Whitmore, president, Oberly & Newell |troduced as a high-test gasoline de- | at which a motion picture, “Design " 
“ special promotions for Consoli- Lithograph Corp., the new president of POPAI. veloped especially for new high- for the Fifties,” was shown to tell c 
a dated Millinery Corp. and a fash- compression engines. Copy in all|the story behind the new gasoline. . 
, ion consultant at NBC Television. | Appoints Shrager Agency . Two Appoint Lyall a media places emphasis on actual ent. Ogtivz. Benson & - ? 
P John Shrager Inc., lf 2w Yor L. H. Lyall, formerly with Gen-|road performance, inviting motor- | Mather, New York, is the agency. “ee 
Kennelly Joins ‘Tide has been retained to handle the ad-|eral Foods Sales Co. and Hiram|ists to “make the 10-gallon test . 
ral Edward C. Kennelly, formerly | vertising of the Old 97 Co., Tampa,| Walker Inc., has joined Pacific} nq feel the difference.” WCAU-TV Appoints Walls : 
rk, national advertising manager of|Fla., manufacturer of cosmetics} Outdoor Advertising Co. and Paci- Gordon Walls, formerly an ac- 
2S1~ the New York Post, has been ap-|and perfumes. Trade publications,|fic Indoor Advertising Co., Los _ ay ‘ . 
ign ‘inted eastern advertising mana-|newspapers and magazines will be| Angeles, as special representative | ® Sun Oil’s NBC network news ot se . Caer’ A. 
of Tide. used. of both organizations. program, “Sunoco Three-Star Ex- | 00°F Advertising Co., Fhiladeiphia, 


FIRST in 


Department Store Linage! 


“The WORLD-TELEGRAM anv SUN 
“gained over half-a-million lines of 

Department Store advertising dur- 
ing the first three months of 1950. 


This:is more than three times the - 
linage gain.of the second paper... 
and more than twice the combined 

gains of all other rer weekday news- 
papers in New York! 


FIRST in 


Retail Advertising! 


we: 


i serene 4 


The WORLD-TELEGRAM ano SUN 
gained more than 800,000 lines of 
Retail Advertising during the first 
three months of 1950. This is a 
bigger gain than that of all other 


weekday newspapers 
combined! 


in New York 


The WORLD-TELEGRAM anp SUN 
now leads the weekday field in full- 


has been named a commercial rep- 
resentative of WCAU-TV, Phila- 
delphia. 


Appoints Aitkin-Kynett 

Marvel-Schebler Carburetor di- 
vision of Borg-Warner Corp., Flint, 
Mich., has named Aitkin-Kynett 
Co., Philadelphia, to handle its ad- 
vertising. 


BACKWARD OR FORWARD, 
“SERUTAN” SPELLS IT 
CIRCULATION ASSOCIATES 


No matter how you look-at it... head-on 
or through a mirror... you'll find the 
“Serutan” people spelling out the an- 
swers to all their mailing, sampling and 
other direct- oernt roblems the 
same way...C-I-R-C-U-L-A-T-I-O-N 
A-S-S-0-C-I-A-T-E-S! 


Says Harold E. Mertz, Promotion Di- 
rector of the company...makers of 
manne: “Nutrex,” “Sedagel |” 


“Circulation Associates is our 

entire Direct-Mail department, 
rforming all the functions of 
ist-maintenance, stencil-cutting, 
rinting, mailing and other 
irect- ail operations. 


“Since your organization is 
geared to this sort of work... and 
ours is not... we find it substan- 
tially cheaper as well as infinitely 
more satisfactory, to have you 
take this burden completely off 
our hands, 


“To anyone who thinks we’re 
tempting fate by putting all of 


and 


© Source—Media Records. All figures are for 

full-run advertising. The circulation figure of 
3 612,468 is the 5-day average (Monday 
through Friday) for the period January 5 to 
March 31 inclusive. 


run Retail Advertising linage by our Direct-Mail eggs into your 
basket, we can only say that so 
far they’ ve all hatched out per- 


fectly.” 


The “Serutan” company is just one of 
the scores of customers who feel pre- 
cisely the same way about Circulation 
Associates...who use it as an efficient 
and inexpensive adjunct to their own 
organizations in the prepares om  ~ 
distribution of their Direct-Mail 

the maintenance and building of their 
lists... and in all of the printing and 
processing operations that their adver- 
tising programs call for. 


Circulation Associates can function in 
that capacity for you, too...to your 
everlasting benefit. To find ‘out pre- 
cisely how, write to the address below or 
cal] COlumbus 5-3150. 


CIRCULATION ASSOCIATES 


A SCRIPPS-HOWARD NEWSPAPER apy Fulfiliment © List Compilation And Main- 
tenance © Stencil Cutting * Triple-Head Multigraphing 


) * Offset Lithography * Letter Press Printing « 


77 eNEW * Addressing * Mailing * Complete Mail Campaigns + 
125 BARCLAY STREET * NEW YORK 15,N.Y. 1745 Broadway + NEW YORK 19, W. Y. 
j Or contact the nearest Scripps-Howard General Advertising Office in Chicago + 


more than half-a-million lines! 


New York World- ‘Telegram 


San Francisco + Detroit + Cincinnati + Philadelphia + Fort Worth 
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Plan Industry-Wide Promotion to Corner 
Bigger Share of Dollars tor Men’s Wear 


New Yorx—John D. Gray, pres- 
ident of Wallach’s, men’s wear 
chain, told the Associated Men’s 
Wear Retailers of New York last 
week that “a definite effort is be- 
ing made to set up an industry- 
wide promotion to further the sale 


USE GOVERNMENT PRUTOGRAPHS 


IN PUBLIC DOMAIN. Big publications & ad- 
vertisers use many. No high photography costs 
or limited subjects if this , little 
understood, photo reservoir is utilized 
through our search services & explanatory, 
$7.50 monval-catalog, ‘Through Govern- 
ment Lenses’’. Sold on 5 day approval. De- 


toils free, with indorsements of gov't 
officials, users, and press. WASHINGTON 
COMMERCIAL CO. a, 4, 1200 

St. NW, Washington 5, D.C. 


of men’s wear and to capture a 
greater share of the consumer’s 
dollar.” 

Mr. Gray received the associa- 
tion’s “Man of the Year” award for 
“distinguished and outstanding 
service to the men’s apparel] in- 
dustry and the community.” The 
presentation was made by Bert 
Bacharach, director of the Men’s 
Fashion Guild of America, who re- 
ceived the award last year. 

In his talk, Mr. Gray ridiculed 
competition from other types of 
goods. 


s “I am told,” he said, “that the 
sale of television sets and other 


hard-line items is going to cause 
our industry virtually to dry up. 
This is ridiculous. 

“There are many healthy signs 
within our industry. Women are 
becoming more conscious of men’s 
clothes; men are more interested in 
their appearance and in correct 
clothes for special oecasions. There 
is a wider acceptance of color; new 
items and new ideas sell freely; 
men’s wardrobes are expanding 
and more and more publications 
are recognizing the value of featur- 
ing men’s fashions. Our industry 
is becoming more ambitious.” 

The leadership is with the re- 
tailer whether he wants it or not, 
Mr. Gray said, “for both manu- 
facturers and customers are de- 
pendent on the retail merchant.” 

He estimated that most retailers 


are selling only about 70% of their 
potential, and that 30% is lost 
either through inadequate assort- 
ments or poor selling techniques. 


Norman Rich to Move 


Norman Rich Studios, adver- 
tising art organization, on May 1 
will move from 318 N. Michigan 
Ave. to larger quarters at 100 E. 
Ohio, Chicago 11. The new studios 
will include a large gallery which 
Mr. Rich will make available free 
to artists and art directors to show 
their work, 


Kudner Names McParland 


Kudner Agency, New York, has 
added Joseph McParland, last 
with Buchanan & Co. as traffic 
manager, to its traffic control de- 
partment. Mr. McParland was with 
Kudner in 1945. 


Move more of your product 


in San Francisco’s ‘‘BEST CIRCLES” 


tua 


Our Trading Zone’s Your 
BIG Sales Target! 


Sales Management’s 1949 copyrighted survey 
gives this picture of the close-knit, 9-County 
San Francisco Bay Area market... 


People: 69.3% outside San Francisco, 


30.7% inside 


Family size: 3.16 persons per family 
ce | 


utside, 2.84 i 


Food sales: 68.9% outside San Fran- 


cisco, 31.1% inside 


...facts which help explain why the San Fran- 
cisco market is a lot more like Pittsburgh 
than it is like Milwaukee. And point to The 
Chronicle as a natural first-choice buy! 
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To sell our better-buying suburban 
families along with preferred city folks... 
The Chronicle is your first buy 


VER BEEN puzzled to note that The Chronicle leads consistently 
E in department store linage, for example—yet is not first in 
city zone circulation? Look to trading zone coverage for the an- 
swer. In suburbs and “The City,” The Chronicle sells where sales- 
potential is substantial. It registers brand names where buying 
power mounts highest. It belongs where the best retail advertisers 
put it year after year —top of the list for San Francisco market 
campaigning! 


nicle 


COVERAGE 


National Representatives 
San Francisco . Los Angeles 
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CBS, NBC Renew 
Fight in Print 


New YorK—Columbia Broad- 
casting System and National 
Broadcasting Co. are flexing their 
muscles in public again. 

NBC, which has replaced the tag 
line, “America’s No. 1 network’ 
with “America’s No. 1 advertising 
medium,” is running a series of 
full page ads in New York news- 
papers and in business papers. Na- 
tional’s first major mewspaper 
drive in several months, this series, 
which started with copy written 
to tie in with the census, is getting 
down to a more specific sales pitch 
as it progresses. 

In the April 18 Herald Tribune 
NBC stressed such claims as these: 

“NBC reaches the biggest weekly 
audience in all network radio—3,- 
000,000 more families than the 
daytime audience of the second 
network and 4,870,000 more fam- 
ilies at night.” 

“NBC today costs considerably 
less per 1,000 homes reached than 
it did 10 years ago—and NBC to- 
day reaches more people at lower 
cost than any other national adver- 
tising medium, including the other 
networks. 

“And in 1949, advertisers in- 
vested more money in NBC than 
in any other network.” 


s In an ad appearing in the same 
day’s New York Times, CBS used 
almost the same phrase, but ap- 
plied it to a different year. “And 
they’re (advertisers) investing 
more on CBS in 1950 than they are 
on any other network,” the ad, 
which ran in three New York 
papers and the Chicago Tribune, 
stated. 

This advertisement, like much 
of the network’s promotion in re- 
cent months, was built around the 
network’s rating supremacy. “One 


|of the ten most popular radio pro- 


grams is not on CBS,” was the 
lead-off sentence. 

Both Columbia and NBC are in 
the middle of presentations—the 
natures of which have not been 
fully revealed—to sell their respec- 
tive radio services. Particular at- 
tention will be paid to radio’s cost 
per thousand, compared to other 
media. This is designed as an an- 
swer to advertisers who have been 
demanding lower radio rates. 

NBC’s agency is J. Walter 
Thompson Co.; Columbia’s adver- 
tising is placed through McCann- 
Erickson. 


Air King Appoints White 


James White has been appointed 
manager of contract sales of Air 
King Products Co., New York, 
manufacturer of radios, wire re- 
corders and television receivers. 
Prior to joining Air King, Mr. 
White was eastern manager of 
Andrew Corp., Chicago, and_as- 
sistant general manager of Gray 
Audograph Co. 


Magnus Names Kingston 


Arthur C. Kingston Jr. has been 
appointed director of sales of 
Magnus Harmonica Corp., Newark, 
maker of plastic musical toys. He 
also will supervise the activities of 
the advertising department. A. J. 
Lewis will continue as advertising 
and sales promotion manager. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Blanketed By The 
QUINCY PATRIOT-LEDGER 


$112,455,000 Effective buying income 
$94,083,000 Retail Sales 

Quality of market index 108 
Advertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
WARD-GRIFFiTH CO., INC. 


Peter eee eeeeeeeeeeeee 


Statler Office Buil 
22 Marietta Street 
Russ Building ........++-+++: 


SEND FOR OUR CITY ZONE PoPULaTion FOLDER 


my os Se, eee Pn a, sh ae Ae 2 eS ae ee aoe Sie ec ‘ae ut Oe ae) Sere ere, ee oe bey Y p.m 
36 ee 
| | | 
i ee | a a 
Be 
Danley 
i: Se 
- ae 
ae 
nen —$—$—$—$—$—$—$————————————————————__________—_——_—_—_ errr .TVTl—_ 
iis ee 
on RAs 
—_* y 
= a 
oe - 
ee , ee ° 
a or ; 
4 ; ¥ 
c ; , _ 25 bal] « 
: = > - , ine ¥ 
> — ' a ' i 
a 4 : . “he ° 
E ‘ ' £ = a . 
~ _ a 
_ us ; - i v Hs : 
= _ . 
rahe ; 2 a ) 
ae Et 4 t i * e 
ae F we 4 4 x 
aoe , a vee i : 
me ’ oP , “ToRMi. Mi, 30)Mi. Mi, 50)Mi. 
Wie of ey 2 
Per 7 i: . i — . + f 
es y : 4 . m ~ 
noe & af ‘ ¢ ty . od 
Pop me 0 ay ~*~ ae ; 
— es nee . ' F F : 
: os "I . 4 i 4 a 
Ai ‘ 5 et _ 
Te. i Ee a a 
1 : Li 
bias — oe ‘ 
a a 
‘Pa a arena area 
ore eee ge } 
= ee - ee ak Ss Cee 
ae) 3 ‘ Cay ins « 
tae ol ee 
‘sete > oe } 
oe GE ee 
oe — 4 F 
eee Bi Magee 
ra * 
, 
bate. 
Lanai o, Hes 
Sos 
rote an 
oS 
ete Ry 
i \ Pe 
7 Park Lexington Building...........NEW YORE | 
Wrigley Building ee CHICAGO 
General Motors Building.............. DETROIT 
is rrr lL 
aoe ..... ATLANTA 
5 oa 0 
bits 
a hic alco ate ieee nga alti soos o>. ARS: SRS 8 EERE es oe Soe ee RR: > RSS RITE RS Sipe 
ri SE OEE hay Sh oe teens en ea ; eee a een ies eee es aecaee 1S eee oe Ree tan aOR : : ary 4 : : Si y 


1950" 


Network radio has always been the nation’s 


number one newsboy and Mutual has always been 


the First Network for News. 


Today, with news interest at new 
highs throughout the world, 


Mutual delivers more news, more 


often, in more sponsored time,* MUTUAL NEWS cow ,—around the wor 
than any other network. ie around the 
te William Hillman 
Frank Edwards Lewis, J¥- 
wastineTon \ sid Henry ames 


Robe ; 
| ennedy 
Cc nningham John B. a 
ae edt ter Leslie Nicho 
\ Cedric Fos pA 


| felen Hall: 


*Exclusive Tip: pISTAFF | “Kate smith Speaks 


The #1 Network for News 
—among listeners and sponsors— 


is the right place for 


en. 

. m ' 

the right news program < 1 
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LOOK WHAT'S HAPPENED TO BUSINESS 


IN “TEST TOWN, U.S.A.” 


South Bend’s business growth in the past 10 years has far outdis- 
tanced the national upswing. Note the consistent climb of “Test 
Town, U.S.A.” No peaks or valleys, no booms or busts—just steady 
and continued growth. Note, too, that South Bend closely parallels 
the national trend. Convincing proof that “Test Town, U.S. A.” is 
the market for tests you can trust! One newspaper — and only one 
— saturates this great business center. Get the whole story. Write 
for free market data book entitled “Test Town, U.S. A.” 


Soulh send 
— Tribune | 


STORY, BROOKS & FINLEY, INC.* NATIONAL REPRESENTATIVES 


Purchase Advertising Institute; and Floyd 


Advertising Age, April 24, 1959 


ASSOCIATION HEADS—Facing the camera are Elon Borton, Advertising Federation 
of America; John Palmer, of Palmer Associates, retiring president of the Point of 


Maxwell, Lithographers National Founda- 


tion, snapped at the POPAI Symposium in New York. 


Elgin Watch Names Simkins 


Robert Simkins has been named 
director of research and planning 
for the sales department of Elgin 
National Watch Co., Elgin, Ill. 
He joined the company in 1948. 


IT’S A MAN’S WORLD 


In the purchase of 

life insurance, 

it’s the MAN who decides 
on the company 67 times 
out of every 100.* 


*According to a survey of brand buying habits 
made by A. S. Bennett Associates 


“That’s Jones—his life insurance sales have gone through the ceiling 
since he found out that men make the buying decision!” 


Physicist Offers 
‘Commercial Killer’ 
Gadget for Free 


PHILADELPHIA—A University of 
Pennsylvania physicist has de- 
vised a successful armchair “ad- 
vertiser killer” to eliminate com- 
mercials during radio programs. 
The device is operated from any 
chair. 

The inventor is Dr. I. Clyde Cor- 
nog, assistant professor of physics 
at the University of Pennsylvania. 
It is described fully by him in 
the American Journal of Physics. 

With Dr. Cornog’s gadget in- 
stalled, a radio becomes silent at 
any sharp sound. It then stays 
silent for a predetermined length 
of time—say the length of a minute 
spot. 

The device operates by detecting 
the difference between normal 
sound level and the sharp sound 
that means a lively announcer 
reading a commercial. 


a This invention stems from the 
fact that Dr. Cornog has been al- 
lergic to radio commercials for 
years, “One just gets tired of them,” 
he said. 

Dr. Cornog is not interested in 
marketing his circuit, but if any- 
one wants to copy the device he 
is welcome. He says the cost to 
build one is about $20. 

A feature of the circuit is a gas 
triode tube that acts as a trigger 
on a time-delay circuit. By means 
of a relay, the circuit opens the 
loud speaker circuit and keeps it 
open for a set interval. A whistle 
or a sharp pitch—such as a Bronx 
cheer—would also trigger the de- 
vice. 


Red Skelton Tops Pacific 
Nielsen-Rating Report List 


Red Skelton added 213,000 homes 
reached per average broadcast 
during February and increased his 
Pacific Nielsen-Rating five per- 
centage points over the previous 
month. The Skelton show led the 
once-a-week evening programs 
with 1,235,000 homes reached per 
broadcast. 

The first five evening programs 
were: 


Rank Program Rating 
1 Red Skelton 27.7 
2 Charlie McCarthy 24.3 
3 Lux Radio Theater 23.7 
4 People Are Funny 23.1 
5 Fibber McGee & Molly 22.0 


Robert Bennett Named V. P. 


Robert C. Bennett Jr. has been 
named vice-president and sales 
manager of National Electric Prod- 
ucts Corp., Pittsburgh. He was for- 
merly general manager of I. A. 
Bennett & Co., Chicago, exclusive 
sales agent in 15 midwestern states 
for National Electric’s electrical 
roughing-in materials. Mr. Ben- 
nett succeeds Harold J. Newton, 
recently retired. 


Kaiser-Frazer Names Berger 


E. W. Berger, for 20 years a sales 
executive of the Chevrolet division 
of General Motors Corp., has been 
appointed assistant general sales 
manager of Kaiser-Frazer Corp., 


Detroit. 
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Retailers Approve 
Ad Council's Drive 


on Economic System 


As«.«¥ Park, N. J.—Based on 
action c«aken at a conference here 
by the retail advertising commit- 
tee of the Advertising Council, 
member stores will support two 
campaigns set up by the council 
in support of the American eco- 
nomic system. 

The two campaigns endorsed are 
the safety campaign to prevent 
yarious types of accidents, and the 
Miracle of America campaign, 
which depicts the advantages and 
opportunities still possible for all 
under the American economic and 
political system. Initial ads will be 
run this week. 

Most of the two-day conference 
was devoted to evaluating the 
campaigns from the retailer’s point 
of view. 


gs Delegates voted to key all fu- 
ture campaigns around specific 
American holidays as “the most 
effective time to run institutional 
copy.” All such copy will be han- 
died by Lester Harrison Inc., New 
York, voluntary agency in the re- 
tail advertising committee’s tie-up 
with the Advertising Council. 

It was also voted to make in- 
dividual stores responsible for 
creating future campaigns which 
the group may sponsor in coopera- 
tion with the council. 


s James Rotto, sales promotion di- 
rector of the Hecht Co., Washing- 
ton, D. C., was chairman of the 
two-day sessions. 

Among those present were: 


Howard P, Abrahams, National Retail 
Dry Goods Association; Samuel Cohen, 
advertising manager, Lit’s, Philadelphia; 
John .Pearl, advertising manager, Hearn’s, 
New York; B. Lewis Posen, advertising 
director, Hochschild, Kohn, Baltimore; 
Henry C. Wehde Jr., Advertising Coun- 
cil; Irene Miller, Meyer Both Co., Chicago; 
Ralph Shockey, Ralph Shockey Associates, 
New York; Joseph Bernstein, Metro Ser- 
vice, New York; Robert J. Powderly, 
Kresges, Newark, N. J.; and Lester Har- 
rison, of the agency, 


RETAILERS PUSH ‘MIRACLE’ 

New YorkK—A nationwide news- 
paper promotion of the Advertis- 
ing Council’s “Miracle of America” 
will be sponsored by department 
stores all of this week, ending 
April 29. 

The council has filled 203 orders 
for 2,842 mats received from 142 
newspapers, 53 department stores 
and eight retail associations. 

Last year a similar promotion 
named “Democracy Works Here” 
was conducted jointly by The Sat- 
urday Evening Post and the coun- 
try’s merchants. No magazine tie- 
in is being used this year. 

The largest comparable previous 
campaign, AA was told, was con- 
ducted from Aug. 15 to Dec. 15 
last year. Then the council re- 
ceived 238 orders for 1,649 mats 
from 211 newspapers, 24 stores 
and three associations. 


In addition to the mat orders that 
have been received for the cur- 
rent campaign, the council has re- 
ceived extra orders for proof 
sheets, including 200 for the Mer- 
chants Retail Association of South 
Carolina; 50 for the Retail Asso- 
ciation of Portsmouth, O.; and 400 
for the Merchants Association of 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed By The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's key cities 
over 50,000 population. 
Home of Prange’s, world’s largest de- 
Partment store in a city the size of 
Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
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San Jose, Cal. 

Many of these, it is expected, 
will be used later in the spring and 
early summer. 


Encore Plans Video 
Spot Drive In June 


Fleming-Hall Tobacco Co., New 
York, will break a TV spot cam- 
paign in major markets in June 
for Encore, the cigaret with “dual 
filter features.” Newspapers also 
will be used in this campaign. Ray- 
mond Spector Co., New York, is 


the agency. 

Sol C. Korn, president of Flem- 
ing-Hall, said the new brand has 
been going well along the Eastern 
Seaboard and in the Midwest. The 
company is increasing production 
to extend distribution to other 
markets, he indicated. 


Fest Joins Gray & Rogers 

Robert G. Fest, formerly assist- 
ant production manager of Al Paul 
Lefton Co., Philadelphia, has 
joined the production department 
of Gray & Rogers, Philadelphia. 


Dura Electric Names Parker 


Fred B. Parker, formerly adver- 
tising manager of the Photolamp 
division of Sylvania Electric Prod- 
ucts Inc., has been appointed man- 
ager of sales and advertising of the 
Dura-Flash division of Dura Elec- 
tric Lamp Co., Newark. 


Mehrhoff Promoted 


Dale Mehrhoff, assistant adver- 
tising and sales promotion mana- 
ger, has been named sales promo- 
tion manager of Elgin American 


2 


39 


Co., Elgin, Ill., jewelry manufac- 
turer. He also will direct the ad- 
vertising activities of the company. 


Gloria Gavert Joins WCCC 


Gloria Gavert has joined the 
commercial department of Station 
WCCC, Hartford, Conn., as a con- 
tinuity writer. 


Esquire Moves Offices 


The New York headquarters of 
Esquire Inc. have been moved to 
488 Madison Ave., New York 22. 


--a@ market of MILLIONS! 


Money, the cash variety, millions of it, continues to flow 
in this most active market. City, State and Federal funds 
keep construction at a record breaking pace and steadily 
climbing sales figures fairly radiate the amazing business 


volume of the congested Tidewater area. 


-»-TOO LATE FOR CORRECTION.. 
On March 30, we were advised by 
the Audit Bureau of Circulation that— 


NORFOLK’S NEW CITY ZONE 


Many of the year books and market data lists have already been printed for 1950, 
so please make a note of this important correction and place it in your memo file 
for immediate reference. 


POPULATION IS NOW 


347,997 


(FORMER C. Z. TOTAL 235,514) 


MARCH AD LINEAGE 
SETS NEW RECORD! 


Over 3 MILLION lines of advertising, 
3,462,522 lines to be exact, were run in 
the Norfolk Newspapers during the 
month of March. 


NORFOLK VIRGINIAN-PILOT 


MORNING AND SUNDAY 


NORF OLK are 
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“the pocket 
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Appleton, 


THE FOURTH LARGEST 


> Wouldn’t You Call this Confidence in a Market 
= and Belief in a Medium: 


Armour & Co. on May 1 will 
break a newspaper campaign an- 
nouncing a price reduction on Dial 
soap from 25¢ a bar to 19¢. The 
dealer margin of 35% (AA, Oct. 
17, *49) will not be changed. The 
price decrease has been made pos- 
sible because of an impressive in- 
crease in production, but the de- 
cision to make the cut now stems 


ay Wisconsin 
ONY” CITY ZONE MARKET IN THE STATE 


The Highest per family HAS The Highest per family in part from results of a recent 
EFFECTIVE BUYING INCOME RETAIL SALES Remora ao - ay — 
in Wisconsin in Wisconsin zoomed 800%. 
1948 — $5,760! 1948 — $53,327,000 ! ig 7h 


In 1949 The APPLETON POST-CRESCENT carried 
14,341,530 lines of Paid Advertising! MORE than 
any other newspaper in Wisconsin! 


Lever men are saying privately 
that they’re much worried about 
P&G’s new Cheer. Surf has been 
doing extremely well in the mar- 
kets where it is currently being 
sold, but Lever sales strategists are 
afraid of being caught in a com- 
petitive sandwich between Cheer 
and Tide, currently the biggest 


Except the 
Milwaukee Journal 


g 


HOLIDAY retail promotions have broken records in all 
four seasons and in every state . . . 5,686 major promo- 
tions in America’s leading stores, in the last four years, 


SC ee re Ee 


HOLIDAY . . . the most MASSive CLASS market in the world! 


seller in the packaged cleaner 
field. 
ee ee 


Movie distributors are fuming 
about a practice now getting a 
foothold in the Southwest. Local 
advertisers are “buying” regular 
Shorts through local exhibitors, 
and tacking on trailers fore and 
aft. Thus a travelog short comes 
“courtesy of the XYZ Travel Ser. 
vice,” and at the end the audience 
is reminded that “You have just 
seen beautiful Slobbovia. When 
it’s vacation time, be sure to drop 
into XYZ Travel Service.” The 
local exhibitor gets paid the rental 
fee of the short, plus a fee for the 
commercials. The distributors are 
sweating about the extension of 
the practice to longer subjects— 
maybe even to feature films. 


United States Rubber Co. last 
week enclosed a “rubber dollar” 
in each copy of its monthly em- 
ploye publication. The “dollar,” cut 
from lightweight rubber sheeting 
made by the company, was im- 
printed with a breakdown of how 
each U. S. Rubber sales dollar was 
spent in 1949. A more detailed re- 
port to employes of ’49 operations 
is contained in the magazine. 


University of Denver has re- 
ceived a thesis submitted by Mrs. 
Jacqueline P. Wiseman for a mas- 
ter of arts degree, which once 
again, it says, explodes the myth 
that the presence of ads on a news- 
paper page tends to detract from 
readership of that page. Mrs. Wise- 
man studied 11 newspapers in an- 
alyzing factors affecting news- 
paper readership. She found that 
such things as personal by-lines, 
unusual kinds of type and similar 
devices had a tendency to increase 
readership. 


Advertising is returning slowly 
to the Czechoslovakian press. Two 
years ago advertising was stopped 
by the new regime, which argued 
that advertising expenses were 
a waste of money in a Com- 
munist state—all that was needed 
was to make goods available to 
prospective consumers. Now it has 
been realized that goods must be 
sold, not simply made available, if 
Czech industries are to survive. 


Dearborn Motors Forms 
Financing Subsidiary 


Dearborn Motors, Detroit, has 
established a financing subsidiary, 
Dearborn Motors Credit Corp., to 
assist in financing wholesale and 
retail purchases of Ford tractors 
and Dearborn farm equipment. 
Headquarters will be in a new 
office building now under con- 
struction by the parent company 
in Birmingham, Mich., a Detroit 
suburb. Regional offices will be 
set up throughout the country by 
the time the organization is in full 
operation on July 1. 

Officers of Dearborn Motors 
Credit Corp. are: Frank R. Pierce, 
president of Dearborn Motors, 
president; B. A. Best, vice-presi- 
dent and treasurer; A. N. Willis, 
vice-president and general man- 
ager, and Clifton G. Hassberger, 
secretary. 


Film Counselors Issues Data 


Film Counselors Inc., 8 W. 40th 
St., New York, has available a 
memorandum describing the or- 
ganization’s consulting and super- 
visory services on films for busi- 
ness purposes, including data on 
films for advertising, public rela- 
tions, training, sales promotion and 
television. 


BenMont Papers to Altomari 


BenMont Papers Inc., gift wrap- 
ping papers, has placed its adver- 


Advertising Agency, New York. 


tising and promotion with Altomari- 
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Financial Picture of Broadcasting 


(From the Federal Communications Commission’s Report 
on Estimated Revenues, Expenses and Income — Before 


leaner Federal Income Tax —of Radio and Television Broadcast 
Services, for the Year 1949) 
1949 1948 % Change 
iming Total | pa au. ‘3 NorsA6.8 10.3 
ing a . 408.1 44 
v _" 33.8 8.7 288.0 ; 
Local Total Expenses (AM, 425.0 370.7 14.4 
AM and FM 366.9 347.1 5.7 
tors, yh. GPO rt ns ae Wh d t il r ;e 
— Total Income (b ; 51 610 —31 y 0 more re a e S ‘A, 
: TV only (Loss) 24.3 14.9 a8 
-omes There were 2,048 “independent” AM, 718 FM and 84 TV stations (total, 2,850) in ' 
Ser. coon in 1949, and 45 network owned and operated stations—17 AM, 15 FM and 
j 13 TV. The networks and their O&O stations accounted for $123.3 million of revenue ean . 
lence (26.8% of total); $7.9 million of income (22.7% of total). read Retailin Dail 
When (nition) tom 1806» g vally 
en Total AM Broadcast Service Revenue.................-0005 $424.4 4.3 
drop 4 National and 3 Regional Networks 
The (including 11 key stations)...........56. ccccceees 97.0 —0.4 
I Bina ink os cedgane: .o0aee<axe 4 5.7 
ental Total AM Income (before federal tax) i <00000..000 0000. 62.6 —23 than any other 
etworks 
r the Tediallas Uh Wy GUNN +ccccesscesccsssceeeess 16.9 10.4 
S are _ 2,054 DN di Beedle 538 wudals os ocoeepdtadts a 45.7 —6.3 
a sng 18, ata, covers 4 nationwide, 3 regional networks (including 11 bey stations) pao 
‘ 1949 1948* 
Rs is home furnishings 
Total TV Broadcast Service Revenue.................. ... $33.8 $ 87 
4 Networks (including 13 020 § ie od.5san<ette se 19.2 4. 
last ee ee ee ase a eabgs 0bi4¢0e0dceoee' 14.6 3. 
ollar” vote Networks (including 13 O80 Stations) ..........2... 310 i? : 
pa a ae b 
= ality eee sscccnsssennnssiencatcerssrets = USINESS paper 
, 4 Networks (including 13 0&0 Stations) Loss.......... 118 6.4 
eting UT EE: 5. raaetcoresseeesacsstaceens 12.5 8.5 
. im- ~~ 
| 1948 data covers 4 networks including their 10 0&0 stations, and 40 other TV 7 . 
how stations. th t 
— . 5 « oe in the nation? 
d re- The 821 AM stations established prewar accounted for 
itions $228.8 million (70%) of all AM station revenue in 1949. 
The 1,233 stations established postwar (including 64 which 
started operating between 1942 and 1945), accounted for 
$98.6 million of AM revenue, or 30% of the total. The pre- 
seen war stations accounted for $43 million in income (before 
re taxes), or 94.1% of the total; the postwar stations accounted 
‘al for $2.7 million, or 5.9% of the total income. 
Of 1,466 AM stations starting in 1947 or before, 47% re- ‘ 
pote, ported increased revenues in 1949; of 821 AM stations start- job, The nation's department stores, furniture 7 
ree ing in 1941 or before, 44.1% reported increased revenue stores and top specialty stores are geared to i 


from in 1949 
N ise. - 7 ‘ . 
The 1,466 AM stations starting in 1947 or before had 


oui " broadcast income before taxes of $47.3 million in 1949, 
| prior down 10.1% from 1948. The 821 stations starting in 1941 or 
~~ before had income of $43 million in 1949, down 13% from 
— 1948. The 588 stations starting in 1948 and 1949 reported a 
loss of $1.6 million. 
rease $ * * * * * * 
Of the 2,054 AM stations, 601 or 29.3% reported a loss in 
1949. Of 176 stations starting in 1949, 50% reported a loss; 
owly of 412 starting in 1948, 44.7% reported a loss; of 460 starting 
Two in 1947, 32.8% reported a loss; on the other hand, only 
pped 15.7% of stations starting in 1941 or before reported a loss. 
gued All but three of the 114 FM stations operated by non-AM ; 
were licensees reported a loss on 1949 operations. ; : 
‘om- All TV networks (including their owned and operated rely on it, respond 1 to it, than to any other 
eded stations) and all but six of the other 84 TV stations reported i business paper nation. 
e to losses from total operations in 1949. Ma in the 
, has * * * * * * 
t be Total Broadcast Revenues (AM, FM and TV) in Listed Metropolitan Districts 
le, if -Showing Per Cent TV of Tota! Revenues, and Per Cent change in Aural Revenues, 1949- 
je. 1949 Revenues? % % 
Total AM, TV Only TVof 1948 TV % Change in 
Metropolitan No of Stations FM & TV ($000) Total of Total Aural Rev. 
District AM & FM! TV ($000) 1949 1948 9—1948 
Baltimore ...... 3 $ 4,625 $ 914 19.8 7.5 No Change 
Washington ..... 17 4 4,931 895 18.1 7.7 9 
has New York ...... 7 29'859 5,075 17.0 8&2 12 
lary, Philadelphia 16 2 7,923 1,338 16.9 9.5 —L5 
wf | | mame 2g Bae O48 St 
HAGO 2. neeeee ’ 7 se =, 
and | ww Ye 1/551 177 114 «0.0 No Change 
‘tors ES Kua ans 3 8,484 938 1 3.4 8.6 
ent. Cleveland ....... 10 3 5,079 523 103 17 No Change 
eee Cincinnati ...... S. om | 7,643 569 7.4 (16 No Change 
" Total—10 TV 
pon Cities ...... 172 39 $100,855 $14510 4s 58 0.7 
any 48 Other TV 
rroit ee 339, 58 103,746 6,458 62 21% 0.7 
Total—58 TV 
- by GEE ccece 511 97 $204,601 $20,968 10.2 4.4** 0.7 
full | Jointly operated AM-FM stations counted as one station 
2 Includes network owned and operated stat ions. 
ors ook Ty cnn in ieee. 
rce, cities in 
ors, 
th more FOR your 
lis, Buxton Has New Wallet Yezbak Starts Own Agency RY " 
an- ee : 
Buxton Inc., Springfield, Mass.,| John Yezbak, formerly director a G Do 1 
ger, will introduce a new “Convertible” |of public relations of Timken es went LLAR 
billfold with full and half pages| Roller Bearing Co., has established yt 
in The American Weekly, Collier’s,| an advertising and public relations D i l : 
and Life. Supplementary insertions| office in the National City Bank paling a y ins 
oth on Buxton’s regular line will be|Bldg., Cleveland. The new agency Ke ' 
> a appearing in The Saturday Eve-|has been named to handle the ac- "y pease Cor 
or- ning Post and Seventeen during|count of Industrial Relations In- au? y wine) ae 
yer- the same period. J. Walter Thomp-| stitute, producer of productivity Cl gan 
usi- son Co., New York, handles the| posters and other campaigns for SF al ; 
on account. industry. \M - 
2la- y 
and Enka Appoints Hayden Names Rolley & Reynolds SL 
American Enka Corp., Enka, N. Ramsey Retractable Trailer Co., , on “(\ S SA a 
= has promoted Claude L. Hay- pe ine ry a | f on ; 
, en, previously fabric promotion | retractable t trailers, camp an 
ap- manager, to advertising and pro- luggage | trailers, has appointed aaa NO. 1 HOME ntane BUSINESS PAPER, covertag: 
er- motion manager. Mr. Hayden suc-| Rolley Reynolds, Philadelphia, . 
\ari- ceeds Frances Ashmore, who has|to direct its advertising. Consumer| URNITURE parent ee CURTAINS & DRAPERIES + FLOOR COVERINGS « CHINA&GLASS . GIFTS &. DECORATIVE : 
joined Mademoiselle as merchan-|and trade publications and direct| [iRWenenaaaTiiacae LAMPS & LIGHTING . HOUSEWARES . MAJOR APPLIANCES . RADIOS, PHONOGRAPHS, RECORDS . TELEVISION 
dise editor. mail will be used. 
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PHOTO J 
REVIEW 
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tums 
tails | 
eg % 
KETTERLINUS—Here three executives of Ketterlinus Lithograph Mfg. Co., Philadelphia, 


are photographed at the Point of Purchase Advertising Institute Symposi in . 
New York. Left to right: George L. McGinley, treasurer; William C. Johnson, vice- 
president; and Lovis K. Landenberger, president. 


STIK O PEP—Harlow Rockwell (right), art director of Young & Rubicam, receives a 

club medal from Lester Rondell, president of the Art Directors Club of New York, 

for design of this Stik O Pep Life Saver ad as an entry in the Club’s 29th Annual 
Exhibition of Advertising and Editorial Art. (Story on Page 65.) 


Jr., Lukens Steel Co.; John E. Wiley, Fuller & Smith & Ross; R. 


H. McMann, Westinghouse Electric Corp.; and W. E. Sawyer, 
Johnson & Johnson. 


HOUSEWARMING—H. M. Dancer (with notes in hand), president of Dancer-Fitz- 

gerald-Sample, acted as master of ceremonies as the agency paid tribute to 57 

employes upon moving into new offices at 347 Madison Ave., New York. Clifford L. 

Fitzgerald (right), vice-president, assisted in the ceremonies. The occasion marked the 
consolidation of four agency offices under one roof. 


Ms 


SPEAKERS—Shortly before they mounted the dais, AA photo- 
graphed these speakers at the POPAI symposium: (left to 
right) Murray Koff, Seagram Distillers Corp.; John H. Faunce 


a 


WITH TIE—Aubrey Williams of Fitzgerald Advertising Agency, New Orleans (right), 

believes in plugging his client's product, Jax beer—witness the necktie. With Mr. 

Williams at the opening luncheon of the NAB management conference are (left to 

right) J. C. Eggleston of WMC and WMCT, Memphis; C. B. Peterson of the Branham 
Co., Chicago, and Clyde W. Rembert of KRLD, Dallas. 


Mo.; Peter B. Kenney, WKNB, New Britain, Conn.; Robert E. 
Carrol, WHAX, New Britain; James R. Curtis, KFRO, Longview, 


SUNDAY SESSION—This serious looking group was photo- 
graphed at the special luncheon session for unaffiliated stations 


of Sensi 


WSYR, Syracuse (standing), 

greets his fellow broadcasters from New York State at an NAB luncheon in Chicago. 

Left to right are Frank W. Kelly of WBEN, Buffalo; Frederick L. Keesee of WMBO, 

Auburn, N. Y.; C. F. Phillips and F. C. Soule of WFBL, Syracuse, and Elliott Stewart 
of WIBX, Utica. 


THE NEW YORKERS—E. R. Vadeb 


by , 8 wa? 


ILLINOIS-INDIANA GROUP—Midwestern broadcasters at the NAB meeting last 

week included Don D. Kynaston of WMBD, Peoria; Ernest C. Sanders of WOC, 

Davenport; Harold Fulton and Jack Kerrigan of WHO, Des Moines; Charles Freburg 
of WOC, Davenport, and Harold W. Higby of KWBG, Boone, Ia. 


at the Chicago convention of the National Association of Broad- 
casters. Seated clockwise around the table are Eugene J. Roth, 
KONO, San Antonio; William H. Cole, WHOC, Philadelphia, 
Miss.; William A. Hannon, Employes Insurance Corp., Kansas City, 


MONDAY LUNCHEON—The opening luncheon session of the NAB 
found, seated clockwise around the table: Roy F. Thompson of 


WRTA, Altoona, Pa.; Ron Litteral of KLYN, Amarillo; Wayne 


Phelps of KHUZ, Borger, Tex.; F. J. Kelley of WTSP, St. Peters- 


Tex.; Art Sloan, KXLW, St. Louis; and Les Ware, KXLW. Stand- 
ing: C. E. Dewey, WKJF, Pittsburgh, and George Hickson, 
KXXX, Colbey, Kan. The unaffiliated sessions were among the 
best attended at the convention. 


burg, Fla.; Eugene J. Roth of KONO, San Antonio; Gerald R. 
Chinski of KXYZ, Houston; Tom Kritser of KGNC, Amarillo; R. 
B. McAlister of KICA, Clovis, N. M.; Victor C. Diehm of WAZL, 
Hazelton, Pa., and John H. Midlen, Washington attorney. 
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Bragg Joins Conover-Mast 


Edwin H. Bragg, formerly a dis- 
trict manager of Electrical Equip- 
ment and Contractors’ Electrical 
Equipment, Sutton publications, 
has joined the Conover-Mast Pur- 
chasing Directory, New York, as 
district manager in the eastern 
Pennsylvania and southern New 
Jersey territory. Before his con- 
nection with the Sutton publica- 
tions he was associated with the 
McGraw-Hill Publishing Co. 


PORTSMOUTH 


VIRGINIA 
A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,310 
Effective buying income $105,170,000 
City circulation coverage 112% 

An ideal test market for your product 
WE WILL COOPERATE—ASK FOR INFORMATION 
By 


WARD-GRIFFITH CO., INC. 
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Wrigley Building ...........:ccccccees CHICAGO 
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SEND FOR OUR CITY ZONE POPULATION FOLDER 


Richard Sears’ Advertising Ability 
Matched His Gift for Merchandising 


History of Mail Order 
House Shows How His 
Copy Produced Sales 


CuIcaco—Without advertising, 
the great Sears, Roebuck & Co. 
would have been stillborn. 

Anybody will be convinced of 
that after reading the company’s 
history by Boris Emmet and John 
E. Jeuck, “Catalogues and Coun- 
ters,” just published by the Uni- 
versity of Chicago Press. The 
$7.50, 788-page work was made 
possible by a grant from the 
Rockefeller Foundation to the 
School of Business of the Univer- 
sity of Chicago, supplemented later 


0 by another grant from the subject 


of the work. 
Perhaps the copywriting of the 
company’s founder, Richard War- 


ren Sears, had some of the moral 
integrity of a pair of falsies. But 
it also was exciting, it teemed with 
phrases to arouse the reader’s de- 
sires, it sparkled, it sang—and it 
sold goods. And, judging by re- 
sults, Richard Sears will go down 
in history as one of the greatest 
copywriters of all time. 


s How did he get that way? Per- 
haps because as a youngster he al- 
Ways was answering advertise- 
ments offering “free” ~r.aterial. 
Perhaps it was because he as that 
rare sort of person who combined 
a strong merchandising instinct 
with a gift for the use of words. 
In any case, as the painstaking 
work of Emmet and Jeuck points 
out, it was Sears’ handy way with 
words which soon, even in his 
early twenties, was pouring dol- 


lars—many, many dollars—into his 
pockets. First it was watches, then 
related items such as watch chains, 
then firearms and sundry other 
items which the shrewd Sears of- 
fered first in newspaper adver- 
tising, later in magazines and cata- 
logs. 

But he was uneasy about the 
whole thing. He didn’t believe it 
would last. He confided to A. C. 
Roebuck, his short-time partner, 
that he thought he would take his 
profits (this was early in his ca- 
reer) and retire to some quiet 
place in Iowa to live out his life 
in peace and contentment. But he 
forgot to reckon with his own 
turbulent nature. Twice in his ear- 
ly career he “retired,” only to 
bounce back stronger than ever. 


= When independent retailers be- 
gan to feel the sting of Sears’ com- 
petition, it developed that it was 
more and more difficult for Sears 
to get his advertising in newspa- 
pers. He switched to periodicals 
which, in the ’80s and ’90s, were in- 
creasing rapidly in numbers. Not 
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ering and press display in 
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WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 


A small Kleen-Stik spot 


in each corner or a thin strip down each 


side is all you need for perfect adhesion. Kleen-Stik'd pieces 
can be used on practically every surface — WINDOWS * WALLS 
‘© COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


KLEEN-STIK 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 
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only could he thus advertise spe. 
cific items but he also could urge 
readers to send for his catalogs. 

He issued a 64-page catalog 
in 1893 which advertised on its 
back cover a 196-page catalog 
“mailed free on receipt of 5¢ to 
pay postage.” He started an over. 
the-counter business in Minnea- 
polis in 1894 but he would never 
live to see the day when this 
business would surpass his own 
mail order sales. 


ws In January, 1895, Sears rented 
a five-story building on West 
Adams St. in Chicago and “orders 
poured in by the thousands; goods 
streamed out in profusion and con- 
fusion.” But “through it all stalked 
the solid figure of Richard Sears, 
smiling away or ignoring the chaos 
around him, working around the 
clock to write his advertisements 
which continued to bring in new 
business even before old orders 
could be filled in an orderly fash- 
ion, or, indeed, in any fashion at 
acs” 

Sears’ early catalogs set de- 
scriptive text and messages to the 
reader in very small type and 
woodcuts exclusively were used 
for illustrations. “All space was 
utilized,” observe the authors. 
“Sears was content to leave the la- 
vish use of* ‘white space’ to his 
competitors, and his later cata- 
logs were to be even more 
crowded...” 

It is interesting to note that “as 
Sears acquired experience in the 
mail order business he abandoned 
the modest and cautious tone 
manifested in his 1889 catalog. He 
came more and more to depend 
upon the pulling power of his low- 
price policy, and he began to stress 
price over quality and service. He 
came increasingly to bill his goods 
as ‘the best in the world’ and 
frequently promised that they 
would ‘last forever.’ 

“Within a relatively short time 
he developed a genuine ease and 
facility in writing advertising 
copy, in carrying on a friendly if 
compelling monologue with his 
readers. 


s “Advertising was all of a pack- 
age to Sears; he drew little if any 
line between his catalog copy and 
copy for newspaper or periodical 
advertising. The chief difference 
lay in his tendency toward even 
greater exaggeration in the latter, 
which he frankly admitted was de- 
signed as much to stimulate re- 
quests for his catalog as to pull 
immediate orders.” 

A case in point is a newspaper 
advertisement in 1889 with the 
caption “An Astonishing Offer” 
in which a beautiful set of furni- 
ture was offered for 95¢ to “pay 
expenses, boxing, packing, adver- 
tising, etc.” If you looked closely 
you might have discerned the word 
“miniature” set in agate type. The 
furniture on arrival turned out to 
be doll’s furniture. 

The authors might have a little 
difficulty squaring this circum- 
stance with their statement that in 
the late ’80s experience had taught 
Sears that attracting large num- 
bers of customers required: 

1. Assurance that the merchant 
with whom one dealt was honest, 
dependable and financially re- 
liable. 

2. A method by which customers 
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NEW JERSEY 
A Wealthy Market For Your Product 
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Metropolitan high spot of New Jersey. 
Union County market index 110. 
Net buying income $500,876,000. 
Retail sales $253,677,000. 
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could see the goods before decid- 
jng to buy. 
3. Prices so attractively low that 
mtial customers could not re- 
sist buying in what was still a 
somewhat unconventional way. 


s In the middle ’90s, Roebuck sold 
his interest in the company for 
$25,000—an interest which in a 
few years would have been worth 
millions. Aaron E. Nusbaum and 
his brother-in-law, Julius Rosen- 
wald, came into the company, be- 
ginning “an era of more cautious 
advertising and systematic mer- 
chandising which was to transform 
the mail order company consider- 
ably.” Sometimes Sears’ ambitious 
merchandising plans annoyed his 
colleagues. The catalog circulation 
in 1907 was 5,127,000 and some felt 
that it was wasteful. But Sears re- 
plied that “advertising is accumu- 
lative” and that “if you analyze 
your advertising too closely, you 
will analyze yourself out of busi- 
ness.” 

But there was no danger of 
Sears doing this. Nusbaum dropped 
out of the company when friction 
developed, and in 1903 and 1904 
dividends piled up with great 
rapidity. There were constant de- 
mands for.more space and the 
present plant was built in 1905 to 
relieve the pressure. Gross sales 
in 1906 increased 33% over 1905. 


s Richard Sears retired from the 
company in 1908 and died in 1914. 
But the company continued its 
rapid strides under Rosenwald’s 
management. During World War I 
the government enlisted his aid so 
that the company saw little of him, 
but sales continued to climb. Then 
came what the authors call the 
“Debacle of 1921” when the com- 
pany was loaded with high-price 
merchandise and couldn’t sell it 
because of the depression. Here 
Rosenwald stepped into the breach 
with $20,000,000 of his personal 
fortune, an act which won wide 
approval and which enabled Sears 
to resume its giant strides in a 
short time. 

Rosenwald retired as president 
in 1924 when a railroad man, 
Charles M. Kittle, was made presi- 
dent, and a former Army officer 
and Montgomery Ward executive 
named Robert E. Wood was named 
vice-president in charge of fac- 
tories and stores. Wood became 
president Jan. 11, 1928, nine days 
after Kittle’s death. 


8 The advent of Wood was the sig- 
nal for a great expansion of the 
Sears retail stores. The depression 
years were negotiated easily, first, 
because inventories had been held 
low and, second, the great num- 
ber of retail stores had enabled the 
company to unload what inven- 
tories it had at advantageous prices. 
And from then to date, of course, 
the growth of the Sears retail 
stores, under Wood’s guidance, has 
been such as to dwarf all previous 
operations. 

The authors have handled the 
subject in considerable detail and 
with scholarly detachment, an 
achievement only too rare in 
this field. 


Walsh Appoints St. Denis 
Gerard St. Denis has been ap- 

pointed an account executive of 

Walsh Advertising Co., Montreal. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan’s Key 
Cities over 58,000 population. 
2 Buying center for the Thumb and River 
istrict. 
4. Diversified Industry and Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 
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Olga Co. Appoints JWT 


Olga Co., Los Angeles, manu- 
facturer of Sheer Magic foundation 
garments and brassieres, has 
named J. Walter Thompson Co. to 
handle its advertising. The com- 
pany has created a new bathing 
suit incorporating many of its un- 
dergarment features and will soon 
put it on the market. Fashion mag- 
azines will be used in a campaign 
to start soon. 


Names McConnell, Eastman 


McConnell, Eastman & Co., Mon- 
treal, has been appointed by Tra- 
falgar Mills Ltd., South Nelson, 
N. B., to direct the advertising for 
a new Canadian building mate- 
rial, Plaswood. Full pages, some 
in color, will appear in trade pub- 
aa Newspapers also will be 
used. 


To Burke, Kuipers & Mahoney 

Burke, Kuipers & Mahoney has 
been named general advertising 
representative of the Morning Star 
and Register-Republic, Rockford, 
Ill, effective May 1. The firm for- 
merly represented the Rockford 
Republic prior to 1930. This will be 
the first time in 13 years that the 
papers haven’t had direct repre- 
sentation. 


CofC Names Melville Smith 


“Philadelphia Magazine,” month- 
ly publication of the Philadelphia 
Chamber of Commerce, has ap- 
pointed Melville H. Smith, for- 
merly vice-president of W. Wal- 
lace Orr Inc., as advertising direc- 
tor. The magazine reports that its 
March issue, which included 148 
pages, was the largest ever pub- 
lished in its 3l-year history. 


Ditto to Aikin-McCracken 


Ditto Co. of Canada, Toronto, 
gelatine and liquid duplicating 
machines and supplies, has named 
Aikin-McCracken, Toronto, to di- 
rect a campaign in a list of na- 
tional business papers, promoting 
the new Ditto D-10. 


ce 2 aa 


47 


Liglon Names Hicks Agency 
Liglon Inc., New York, shoe 
manufacturer, has appointed Law- 
rence Boles Hicks Inc., New York, 
to handle promotion in newspa- 
pers, national magazines, and bus- 
iness papers. Liglon is a new ad- 
vertiser. 


Sell by SIGHT 


ALTION 


because Spot Movie ads in theatres offer you all the selling 


power of television—plus color—plus a nation-wide audience — 


plus low cost. 


You can use Spot Movie ads in more than 14,000 theatres across 
the country...in selected markets...even in selected neighborhoods. 


Spot Movie ads sell by sight, by sound, by action, in color 


or black and white. They’re like a “short subject” 


in the theatre’s regular program. They get virtually 


100% attention of a relaxed, receptive audience. 


And you can use the same films on your television programs. 


The average, across-the-country cost of spot movie ads is very low. 


CHICAGO * 


In no other medium can you buy so much selling power 
for so little. Get all the facts today from one of the 


Movie Advertising Bureau offices listed below. 


e Advertising Bureau 


Nam, Member Companies: United Film Service, Inc. * Motion Picture Adv. Service Co., Inc. 


NATIONAL OFFICES 


KANSAS CITY © CLEVELAND 


SOUND 
COLOR 2% 
in over 14000 movie theatres 


The selling power of television is up in lights. And we're glad of it, 


» 


e SAN FRANCISCO 
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Charges Lorain Paper Wasn't Protected by 
First Amendment in Refusing to Sell Space 


CLEVELAND—The Lorain Journal, 
by restrictive trade policies, sought 
to drive Station WEOL, Elyria, O., 
out of business, the U. S. govern- 
ment charges in a brief filed here 
in federal court. 

The brief was filed by Victor 
H. Kramer of the Department of 
Justice to sum up its anti-trust 
case against the Lorain, O. daily 


ROCKY MOUNT 


NORTH CAROLINA 
One Of The Nine Largest Cities In 
North Carolina Blanketed By 
The Evening & Sunday Telegram 


A modern industrial city, largest east of 
Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, 
Tobacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


Park Lexington Building.........-- NEW YORK 
Wrigley Bullding.......---++e-cesrers CHICAGO 

ral Motors Building.. ... DETROIT 
Statler Office Building.... TOD 
22 Marietta Street.......---+.es0-s ATLANTA 
Russ Building........-.-+-««+ SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


(AA, March 20). Journal attorneys 
must file their brief by April 29, 
and Judge E. B. Freed will prob- 
ably rule on the case next summer. 


a To support its charge that the 
Journal and four of its executives, 
including Samuel A. Horvitz, pub - 
lisher, injured Station WEOL—as 
well as the independent Lorain 
Sunday News—by refusing adver- 
tising space to merchants who used 
the other two media, the govern- 
ment contends in its brief that: 

“Since the continued existence 
of a radio station depends upon 
its advertising, it is quite clear 
that cutting off those revenues 
threatens the continued life of the 
station...” 

The First Amendment on free- 
dom of the press “does not immu- 
nize anyone from prosecution for 
violation of the general laws of 


~|the United States.” 


“ . the right to print... adver- 
tisements is a right limited by the 


Sherman Act, where selection is 
made pursuant to a plan in re- 
straint of or to monopolize inter- 
state commerce.” 


= “A refusal to deal may be part 
of a larger unlawful scheme,” the 
brief says in answer to a Journal 
contention that the paper has an 
inviolate right to do business with 
anyone or not, as it chooses. 

In the anti-trust case against As- 
sociated Press several years ago, 
the government points out, the 
Supreme Court held in _ part: 
“While it is true in a very general 
sense that one can dispose of his 
property as he pleases, he cannot 
go beyond the exercise of this 
right, and by contracts or combina- 
tions, express or implied, unduly 
hinder or obstruct the free and 
natural flow of commerce in the 
channels of interstate trade.” 


Bix Joins ‘Farm Journal’ 

Ira Bix, formerly research direc- 
tor of Cruttenden & Eger, has 
joined Farm Journal. He will be in 
charge of sales promotion in the 


Chicago office. 


DISPLAY—Mary Briley, shown here with Tom Park and John T. Withers Ill, was one 

of the four women on the local display staff of the Dallas Times Herald who wore 

newsprint blouses for a couple of days, just before Easter, to dramatize the paper's 
local promotion campaign. 


a 
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Central Fibre To Mace 

Mace Advertising Agency, Pe- 
oria and Quincy, Ill, has been 
named to handle the advertising of 
Central Fibre Products Co., Quincy, 
effective July 1. Trade publica- 


tions will be used. 


good impressions 
make good impressions 


The quality of work produced by an advertising agency or an art studio 
determines the impression that is made upon its clients. And the quality 
of work produced by the production manager determines 

the impression he will make upon the people he wants to please. 


To help make these impressions good ones, Monsen-Chicago 
pays special attention to the various type impressions (or proofs) 
that are pulled for reproduction. Whether your needs call 
for black on white, acetate, color or Trans-Adhesive proofs, you can rely 
on Monsen impressions for sharpness, accuracy, color and style. 


Good type impressions from Monsen-Chicago will produce the type of 


good impression you want to make on those you want to please. 


East of the Rockies it’s Monsen-Chicago at 22 E. Illinois Street 
On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 


Monsen 


5 GA Rata a ee eS IS 


CHICAGO 


LOS ANGELES 


FTC Orders Rexall 
to Watch I¢ Sale 
Promotion Material 


WASHINGTON—The Federal Trade 
Commission last week ordered 
Rexall Drug Co., Los Angeles, to 
be more careful about the “I¢ 
sale” promotion material which it 
provides for its wholly owned Owl 
Drug chain*and for Rexall fran- 
_ stores throughout the coun- 
According to the commission, 
Rexall’s 1¢ sales have sometimes 
overstated the actual value of mer- 
chandise offered at these sales. 
This happens, FTC reported, be~ 
cause 1¢ sale promotion material 
represents that two units are sold 
for the regular price of one, plus 
1¢. But, FTC said, occasionally the 
single unit price mentioned in the 
ads is higher than the price regu- 
larly charged. 


@ The trouble usually arose from 
the fact that some Rexall fran- 
chise stores ordinarily sell Rexall 
items below the “usual” price. 
Since Rexall cites “usual” prices 
in its promotion of 1¢ sale items, 
FTC maintains that values are 
misrepresented. 

In New York, Justin Dart, Rexall 
president, said the difficulty cited 
by FTC had been corrected long 
before last weekend’s 1¢ sale. Soon 
after FTC raised the point in 1946, 
steps were taken to be sure that all 
1¢ sale items are sold two for the 
regular price of one, plus 1¢, the 
company said. Mr. Dart said he 
understood that current company 
policies have the full approval 
of FTC. 


Alley & Richards Names 
Tiffany for Publicity 


Alley & Richards, New York ad- 
vertising agency, has appointed 
Earl H. Tiffany Jr., previously di- 
rector of public relations and ad- 
vertising for Monroe Calculating 
Machine Co., as head of the public 
relations department. 

Mr. Tiffany will also have re- 
sponsibilities as an account execu- 
tive in the agency. 


Philips Names Woodford 


Norman A. Woodford has been 
appointed sales manager of the 
television division of North Amer- 
ican Philips Co., New York. He 
has been with the company since 
oe in various executive capac- 
ities. 


PATERSON 


NEW JERSEY 
83rd City In New Jersey Covered By 


THE PATERSON CALL 
In 1949 the Morning Call carried more than 
7,000,000 lines of local advertising. Depart- 
ment Stores and national chain food com- 
panies know, from long experience, the 
people of Paterson read and are influenced 
by their advertising in the Call. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
d By 


WARD-GRIFFITH CO., INC. 
Park Lexington Building........... NEW YORE 
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Newspaper-Video 
Relationship to Be 


Discussed by NNPA 


Mi_twavKEE—Relationship be- 
tween newspapers and television 
activities will be a primary topic 
on the agenda of the National 
Newspaper Promotion Association 
when it meets for its 20th annual 
convention here May 14-17, 

The television-newspaper rela- 
tionship is of increasing impor- 
tance, the association feels, with 
some 40 newspapers now owning 
TV stations or holding TV licenses. 
In addition, dozens of other news- 
papers are involved with tele- 
vision either through public events 
activities, circulation promotion 
tie-ups, or similar operations. 

Another feature of the session 
will be the first public release 
of a two-year study of television’s 
effect on sports attendance, con- 
ducted by J. N. Jordan of the Uni- 
versity of Pennsylvania. The study 
originated at Princeton and was 
made in cooperation with leaders 
of organized baseball, college ath- 
letic associations and other sports 
enterprises. 


a In addition to public opinion 
samples, the study includes an 
analysis of attendance figures for 
460 baseball clubs, 188 colleges 
and universities, 36 high schools, 
and about 100 local arenas and 
sports groups in 572 cities and 
towns throughout the nation. 

Other television discussions at 
the convention will include (1) 
an analysis of TV’s effect on news- 
paper circulation; (2) the effect 
of TV on newspaper advertising; 
(3) methods of launching and pro- 
moting a new TV station; and (4) 
using TV to promote newspaper 
circulation. 


One Zip’s Enough, 
Say Zippy Zippo Ads 


BraprorDp, Pa.—Zippo Mfg. Co. 
will be asking, ‘““Why Zip, Zip, Zip, 
Zip, when one Zip does it?” in full, 
half-page, and column advertise- 
ments in ten national magazines, 
running through June. 

In its June advertising Zippo 
will introduce a new leather- 
crafted line of lighters with hand- 
burnished calfskin and hand- 
grained English Morocco cases. A 
new rhodium plated “Lady Brad- 
ford” table lighter will also be un- 
veiled in June. 

A separate campaign for Zippo 
flints and fluids will run concur- 
rently with the lighter promotion 
in smaller space units. 

Magazines scheduled include: 
Coronet, Esquire, Field & Stream, 
Holiday, Life, Look, Outdoor Life, 
The Saturday Evening Post, True, 
and Sports Afield. 

Geyer, Newell & Ganger, New 
York, handles Zippo’s advertising. 


DuMont Names Directors 
Barney Balaban, president of 


Paramount Pictures Corp., and 
Edwin L. Weisl, of Simpson, 
Thacher & Barlett, have been 


elected to the board of directors 
of Allen B. DuMont Laboratories, 
Passaic, N. J. They replace Ber- 
nard Goodwin and Arthur Israel 
Jr, who resigned. Mr. Goodwin 
continues as secretary and Mr. 
Israel as assistant secretary of the 
company. 


Doremus Promotes Edson 


Doremus & Co., New York, has 
elected Nathan W. Edson, account 
executive and director of research 
in the agency’s Boston office, as 
a vice-president. Mr. Edson will be 
in charge of the general advertis- 
ing division of the Boston office. 


Club Picks Berger Agency 


The Penthouse Club, New York, 
has named Alfred Paul Berger Co., 
New York, to handle advertising in 
newspapers, magazines, and by di- 
tect mail. 


Names McConnell, Eastman 


McConnell, Eastman & Co., Mon- 
treal, has been appointed to direct 
the advertising for Morphy-Rich- 
ards (Canada) Ltd., Canadian sub- 
sidiary of Morphy-Richards Ltd., 
Great Britain. Half-page two-color 
ads in magazines will introduce the 
company’s automatic toasters and 
irons. Trade publications will carry 
full-page insertions this month. 


Perfect Circle Airs Race 


Perfect Circle Piston Ring Co., 
Hagerstown, Ind., through Henri, 
Hurst & McDonald, will sponsor 
broadcasts of the Indianapolis 
Speedway Race May 30° over Mu- 
tual for the fifth consecutive year. 


WING Appoints Jack Snow 


Jack Snow, formerly a copy- 
writer in the advertising-promo- 
tion department of National Broad- 
casting Co., New York, has been 


Five Appoint Doner Agency. 

The Detroit office of W. B. 
Doner & Co. has been named to 
handle the advertising of Atlas 
Garages Inc., garage builder; Cher- 
rin Bros., Inc., Party-Sweet can- 
dies; Vanity Fair Shops, women’s 
wear; R. R Pressel Sausage Co., 
food processor, and Radio Dis- 
tributing Co., Norge and Zenith 
distribute. 


Esty Appoints Severn 


Donald W. Severn, formerly 
head of talent and programming in 
the radio department of Kenyon 
& Eckhardt, has joined the tele- 
vision department of William Esty 
Co., New York, in an executive 
capacity. 


Petry Names Callahan 

Ed Callahan, formerly an ac- 
count executive at Ellington & Co., 
has joined the sales staff of Ed- 


appointed sales research director | ward Petry & Co., New York, ra- 


of WING, Dayton. 


dio-TV station representative. 
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WE WILL HELP YOU 


make sales in a few wealthy selected markets. Ask us for informa- 
tion about those markets and their newspapers which we represent 
in the following states: 


FLORIDA MASSACHUSETTS NORTH CAROLINA VIRGINIA 
GEORGIA MICHIGAN OREGON WEST VIRGINIA 
IDAHO MINNESOTA PENNSYLVANIA WISCONSIN 
ILLINOIS NEBRASKA RHODE ISLAND CANADA 
INDIANA NEW JERSEY SOUTH CAROLINA 


We maintain a well balanced, efficient sales organization offering a 
top flight, nationwide national advertising selling service. 


WARD-GRIFFITH co., INC. 


Park ~~ Bullding........0cceccceeeeeceesPIM@BR B-TO2B.. 2... ccc cececeeeeeeeeee NEW YORK 
Wrigley Building... .......-ccccccccecccseeeeves Sas "aes Seveesecascenesetessosss CHICAGO 
General Motors Buillding.............-.seseeees Trimity 3-6365..........ccccceevecceneee DETROIT 
Statler Office Bullding.............:scceeceeeee Liberty 2-5669.........cccceceeeeeeeeenes BOSTON 
22 Marietta Street. ...........ccccccccccccceees — =, TTTTTTITITITTT TTT LTT TT A A 
Russ Building... .......6--ccecccccccccceeeceees MUMOM 2-GOBB..... cc ccccccccceee SAN FRANCISCO 


SEND FOR OUR CITY ZONE NE POPULATION FOLDER 


TIME 


.-- to get them on your side 


RESULTS IN ON SURVEY OF LEADERS OF AMERICAN 
FINANCE .». PRESIDENTS OF ALL AMERICAN BANKS 
& LISTED IN POOR,S REGISTER. 


@ question No. 1 =~ 
"WHAT ARE YOUR FIRST AND 6ECOND CHOICE MAGAZINES.” 
TIME RECEIVED 3 TIMES AS MANY “FIRST-CHOICE” ‘ 
@ MENTIONS AS NEXT MAGAZINE. 


e QUESTION NO. 
"WHAT DO YOU CONSIDER MOST IMPORTANT MAGAZINE 
PUBLISHED IN Ue Se TODAY." 

@ time RECEIVED 3 TIMES AS MANY MENTIONS AS NEXT MAGAZINE 


HAVE RESULTS OF MORE THAN 120 SURVEYS AMONG GROUPS OF BEST 
PROSPECTS AND BEST CUSTOMERS FOR BOTH CONSUMER AND 
@ INDUSTRIAL PRODUCTS. IN NEARLY EVERY CASE RESULTS ARE THE SAME. 


// TIME IS THEIR FIRST-CHOICE MAGAZINE// - 


GROUPS SURVEYED INCLUDED ... 
BEST CUSTOMERS OF A FOOD STORE, RIVER FOREST , ILL 
INDUSTRIAL CUSTOMERS, 
SPECIALTY SHOP CHARGE CUSTOMERS, DAYTON, 0. 
ENGINEER CUSTOMERS, THE PERMUTIT CO. 

BEST CUSTOMERS OF A DRUG STORE, NEW HAVEN, CONN. 
CUSTOMERS, PROSPECTS. MONSANTO CHEM. CORP. 

BEST DEPARTMENT STORE CUSTOMERS, 
LEADING DRUG WHOLESALERS 

@ ann 116 OTHER SURVEYS. ASK FOR TIME-TABLE SHOWING ALL OF THEM. 

@ moms E. RYAN, TIME RESEARCH, 

9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


‘ 


— 


/MORE COMING / 


PITTSBURGH PLATE GLASS CO. 


COLUMBUS, 0. 
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Bakers Can Now 
Read Sales Message 
While They Shave 


Cuicaco—“Baking & Selling,” 
house organ of Chapman & Smith, 
bakery suppliers, offers readers 
of its March issue a unique sales 
message. 

The message consists of five 
cards, on four of which is printed 
“It’s time to Put the Emphasis on 
Sales.” One of the cards presents a 
new twist—it’s printed in reverse 


for hanging on the wall opposite 
the mirror so it can be read while 
shaving. The other three are to be 
hung in the bedroom, office, shop, 
etc., while the fifth card in the 
group contains a message about 
getting ideas. 

Arthur R. MacDonald Inc. here 
is the agency. 


Sheehan Joins Lee 


Hank Sheehan, formerly with 
W. L. Stensgaard & Associates, has 
joined Tom Lee Ltd., New York, 
design and display consultant, as 
an account executive. 


Frisco Railway Ups Morris 

Paul M. Morris, manager of pub- 
licity for the Frisco Railway for 
the past three years, has been pro- 
moted to director of public rela- 
tions. He succeeds F. W. Pace, who 
has been named director of public 
relations of F. W. Dodge Corp., 
New York. 


To Wilson, Haight & Welch 

Seymour Smith & Son, Oakville, 
Conn., manufacturer of pruners, 
garden tools and other specialty 
tools, has named Wilson, Haight 
& Welch, Hartford, Conn., to han- 
dle its advertising. 


Here's DRAMATIC PROOF 
of The CHRONICLE’S AZZ” 


In February, as a 


tie-in 


with famed cowboy Roy 


ance in Houston’s a 


ten-day 


under 14 years. On 


test, and prizes con 


reached the amaz- 
ing total of 
114,471! 


@ Above. 


the surrounding territo 


Gabby Hayes, looking 


unique contest. 


Rogers’ personal appear- 


columns of promotion 
space were given the con- 


of merely twelve cow- 
boy suits. Yet entries 


rodeo (and his <a 
popular comic strip, which se ee ; 
we carry), the Chronicle “ :. 

conducted a Roy Rogers 
color contest for children 


ly 15 


sisted 


. . A few of the huge piles of entries 
received from the boys and girls in Houston and 


ries. 


@ left . . . Here's King of the Cowboys, Roy Rogers 
—with his wife Dale Evans and movie sidekick 


over some of the 114,471 


colored pictures received in The Chronicle's 


The Chronicle is a dynamic force in Houston’s 
family life. Its tremendous appeal in this, the 
South’s Number One market, means provable, 
profitable “pull” to Chronicle advertisers. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


Advertising Age, April 24, 1959 


The Eye and Ear Department 


noon at 4:30. 


audience ratings. Would it not 


or one quarter the cost? 


of them for your money. 


Until Congoleum-Nairn came along and picked it up, this De- 
partment deplored the short-sightedness of agencies and adver- 
tisers in overlooking “Garroway at Large”—over NBC-TV at 10 
every Sunday night. It feels the same way about “Meet the 
Press,” another NBC television presentation on Sunday after- 


Both these programs are programs that are tuned in with 
intense interest—a quality that should be handy to have around 
when the commercial comes on. “Meet the Press,” of course, is 
not a show that will ever rank high in the audience ratings. 

But your correspondent wonders if a lot of advertisers are 
not being led down the garden path in seeking shows with high 


attracts a smaller but more loyal audience—and does it at half 


It is just possible, too, that the particular audience “Meet the 
Press” does attract would be so grateful for the intelligent enter- 
tainment provided that, out of sheer gratitude, it would go out 
and buy the sponsor’s product—no matter what it happened to be. 

These are considerations certainly of at least equal importance 
with size of audience. If you wear a 9-B shoe, it seems silly to go 
out and buy a carload of 12-Ds—just because you’can get more 


be better to have a show that 


Y&R Named by Deering to Handle Milium 


New YorkK—Milium has been 
chosen as the trademark name for 
Deering, Milliken & Co.’s “warmth 
without weight” fabric develop- 
ment. 

It adds warmth-retention quali- 
ties to fabrics, according to vice- 
president Minot Milliken, “with- 
out the usual increase in weight.” 
The process, he said, involves ap- 
plication of an aluminum coating 
which retains porosity but reflects 
radiated body heat. 

For exploitation of the new pro- 
cess, the company has turned to 
Young & Rubicam, which once, for 
a couple of years, promoted the 
whole Deering, Milliken fabric 
line. 

The company, established in 
1865, had done no advertising until 
the Y&R appointment in February, 
1946. Two years later, in April, 
1948, the account went to the Carl 
Reimers agency, which still han- 
dles it. 


s Milium, then known as “Fabric 
X,” was placed in Y&R’s hands 
two weeks ago. The agency is pre- 
paring a trade and consumer cam- 
paign. 

Any type of fiber can be treated 
by the process, Mr. Milliken said. 
At present, a mill at Pendleton, 
S. C., is in production with it on 


rayon satins, twills and crepes, 
aiming to supply the fall market 
for apparel ljnings. 

The company plans to develop 
applications to bedding, drapery 
and other fields, and later on will 
license other processors. 


Sales Executives to Show 
Sales Services & Equipment 


The National Sales Executives 
will hold an exhibition of equip- 
ment and services for sales person- 
nel at its annual Distribution Con- 
gress in Detroit’s Masonic Temple 
May 22-24. It will cover sales 
training, incentive programs and 
training films. 

Among the exhibitors will be 
Eastman Kodak, International Bus- 
iness Machines, Remington Rand, 
National Cash Register, Sound- 
scriber, Cappel MacDonald, Lacy 
Sales Institute and Stecher-Traung. 


Flo-Ball Picks Katz Agency 


Flo-Ball Pen Corp., New York, 
has selected Joseph Katz Co. to 
handle advertising and promotion. 
Brisacher, Wheeler & Staff for- 
merly handled the account. 


Buxton Joins K&E Copy Staff 
Kenyon & Eckhardt, New York, 
has added Edward F. Buxton, for- 
merly copy supervisor with Elling- 
ton & Co., to its copy department. 


How James Lees & Sons 


turn “Heavenly Carpets” 


into ‘Heavenly Profits” 


James Lees & Sons are using color pages in The New 
York Times Magazine to spearhead their 1950 national 
advertising for “Heavenly Carpets by Lees.” On the 
basis of three years of national advertising experience, 
during which The New York Times has been a major 
factor, Edwin G. Pease, promotion and research direc- 


tor, says: 


“We believe our 1950 campaign in The New York Times 
will produce business for our retailers nationally and 
further build the name of Lees as one of the leading 
national manufacturers of carpets and rugs.” 
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TEST—Los Angeles Soap Co. opened a 
13-week test in Southern California 
newspapers with full page ads, many with 
color, in a fighting attack against syn- 
thetics. Newspapers of Long Beach, Los 
Angeles and Pasadena will carry one in- 
sertion a week with space ranging from 
1,000 lines to full pages. 


New Mat Masking 
Tape Introduced 


by Peoria Concern 


Peoria, ILL.—Multi-Ad Services 
Inc. which supplies matrices, 
work sheets and other material for 
use in making ad layouts, has in- 
troduced a new Multi-Use mat 
masking tape, to increase the 
flexibility of mat services. 

The tape is a pressure-sensitive, 
heat resistant product, which can 
be used to mask out areas of a 
plain or patterned matrix. It was 
developed in cooperation with Chi- 
cago Show Printing Co. (Mystik 
tape), Chicago. 

Since the tape provides clean 
edges for making mat layouts, it 
eliminates the necessity for close 
routing, close sawing and cleaning 
up burrs. 


s Multi-Use tape is produced in 
sheet form and also in tape rolls. 
Thus, free forms may be cut from 
the sheet with scissors and con- 
nected with the strips to achieve 
desired effects. 

Multi-Ad Services has inaugu- 
rated a $2,500 contest for layout 
men of subscribers to the service. 
Awards will be given for outstand- 
ing layouts in which the tape is 
used. 


The company is located at .720 
N. Jefferson, Peoria. 


Travel Agents Name Goerl 

The American Society of Travel 
Agents has appointed Stephen 
Goerl Associates, New York, as its 
advertising counsel. A cooperative 
advertising and promotion cam- 
paign is being planned, involving 
the participation of transportation 
companies, resorts, government 
travel bureaus and other groups. It 
is expected to be submitted for ap- 
proval in about six to eight weeks, 
AA was told. The account formerly 
was handled by Caples Co. 


To Gould, Brown & Sumney 
Robert W. Koch, formerly mar- 
ket research director of Liller, 
Neal & Battle, has been named 
Southeastern manager of Gould, 
Brown & Sumney, Chicago, mar- 
keting consultant. He will make his 
Eewuerters in the Candler Bldg., 
anta. 


SALISBURY 


NORTH CAROLINA 
The State’s No. 1 Per Capita Market 
Blanketed By 


OUR Fe RENCE SURVEY 
WARD-GRIFFITH CO., INC. 
Park Lexington Building.......... NEW YORK 


Charles Smith Joins WCCO 


Charles H. Smith, formerly radio 
and television counsel for the four 
western offices of Batten, Barton, 
Durstine & Osborn, has joined the 
sales staff of WCCO, Minneapolis 
and St. Paul. 


Walker Joins Don Lee TV 

Gordon D. Walker has joined 
Don Lee Television, Hollywood, as 
an account executive. He resigned 
from the sales department of 
Blake, Moffet & Towne for the new 
assignment. 


Waters Gets Hotel Account 
Roger Smith Hotel Corp. New 
York, has appointed Norman D. 
Waters & Associates, New York, 
to handle advertising for its chain 
of hotels along the Atlantic sea- 


Franklin Joins Hudson 

S. W. Franklin has been ap- 
pointed director of merchandising 
of Hudson Pulp & Paper Corp., 
New York. He was formerly asso- 
te with the Lily Tulip Cup 
orp. 


WHAY Appoints Mead 


Tom F. Mead has been ap ted 
sales manager of WHAY, New 
Britain, Conn. He was formerly 
with WAGE, Syracuse, N. Y.; 
WHOB, Gardner, Mass. and 
WHWL, Nanticoke, Pa 


Appoints Carmichael 
K. L. Carmichael, formerly with 
Ralph G. Cahn Agency, San Fran- 
cisco, has been appointed an ac- 
count executive of Conley, Balt- 
a, Pettler & Steward, San Fran- 
0. 
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$150. FOR 1 M 
TV FILM COMME 


TV ADVERTISING 


FILM FOR LOW 
BUDGET ACCOUNTS 


1335 S. Wabash Ave., Chicago 5, Ill. 


SVE BaGs WITH THE rep DOTS . 


% Print your ad on “‘self-stik’” Myst1K and 
it’s ready to put up with a touch. That means more 
point-of-sale advertising up . . . less waste. And Mystik 
gets the best spots . . . cash registers, counter tops 


and fronts, store doors, or right 


on your product. 


There’s nothing else like genuine, patented Myst1K. 
It prints or lithographs beautifully in colors, die-cuts 
to all shapes and sizes, is flexible and really sticks. 


And it gets your message up! 


FREE—Write for samples and new book, 
“39 Ways To Use Mystix.”’ Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 


CHICAGO } pain rine COMPANY ¢ 2639 NORTH KILDARE © CHICAGO 39, ILLINOIS © OFFICES IN PRINCIPAL CITIES 
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THE SALISBURY POST 
The Salisbury market is:— 1 
Ist in per capita Retail Sales 
8rd in per capita Drug Sales 
5th in per capita Food Sales 
‘th in per capita General Mdse. Sales 
Advertise in Salisbury Daily & Sunday Post 
_ Building. .........+0++++++0+-CHICAGO : . . 
Genera! Motors Buliding.............DETROTT 
22 Marietta Street.................... ATLANTA 
Russ Butlding................8AN FRANCISCO x 
SEND FOR OUR CITY ZONE POPULATION FOLDER ‘ 
eae 
ee ee eee eV a i fae a Oey ike Ss Re er, ee a ee on ee ne Hat ae 


52 


Grey Offers Sales 
Analysis Service 


on a Fee Basis 


New York—Grey Advertising 
Agency estimates that some 500 
of the 800 manufacturers in the 
over-$100,000 ad budget class are 
still struggling with “trolley-car 
era” sales statistics. 

So, to those who cannot match 
the sales analysis work of General 
Motors, General Electric and Gen- 
eral Foods, it is offering its ser- 
vices at a corporal’s budget. 

The “sales analysis technique” 
of its research department is being 
made available for a maximum of 
a year as a separate service to ad- 
vertisers who are not competitive 
with its clients. 


a The minimum fee is $5,000, the 
agency said, and probably would 
average about $7,000. Actual cost 
depends on the scope of the pro- 
gram, statistics already available, 
etc, , 

Primarily, the service will con- 
sist of analysis of sales territories 
with a view to correcting erratic 
distribution and thus cutting sales 
costs. 

Marketing has been changed 
radically in the last five years, the 
agency points out, by growth and 
movement of the population and 
by an “ever-growing concentration 
of retailing in a few strong hands” 
and the development of “robot” 
shopping facilities. 


ws A complete analysis program, 
as outlined by Grey, would in- 
clude: basic sales index, by mar- 
keting areas; sales quotas, by sales- 
men’s territories; comparative per- 
formance of salesmen and terri- 
tories; territory layout; investiga- 
tion of “below par” areas; and rec- 
ommendations for improvements. 
The size of the job would be tai- 
lored to the client’s needs. 

Its basic charts, boasts Grey, 
make the statistics “as intriguing 
to salesmen as the Varga girls in 
Esquire and as easy to follow as a 
baseball score.” 


General Foods Names 
Stockbridge to New Post 


General Foods Corp., New York, 
has appointed Henry P. Stock- 
bridge, previously associate sales 
and advertising manager of the 
Calumet Division, as assistant ad- 
vertising manager of La France, 
Satina, Log Cabin Syrup, Wigwam 
Syrup, and Baker’s Premium Shred 
and Southern Style Coconut. 

As an assistant advertising man- 
ager for the above General Foods 
products, Mr. Stockbridge will 
occupy a newly created post with 
headquarters in the Franklin Baker 
plant, Hoboken, N. J. No successor 
to his former post has been named. 


Butler to Benton & Bowles 


Benton & Bowles, New York, 
has added Willard Butler, last 
with Station WTAM, Cleveland, to 
its time buying department. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free \aformation. 


WCCO Revises Rates and 
Time Classifications 

Class C, D, and E time rates are 
increased and certain time periods 
reclassified in Rate Card No. 21 
for WCCO, CBS owned and oper- 
ated station, Minneapolis. The new 
schedule is effective May 1, at 
which time an advertiser may 
switch to the new rates or be pro- 
tected at the old rate for six 
months if he prefers. 

Class C time, formerly $300 per 
hour, was raised to $360. Class D 
time, formerly $240, moved up to 
$300, and Class E time, $180 on 
the old card, becomes $240. Spots 
and station breaks for these time 
classifications also have been in- 
creased. 


New Book Reveals Facts 
Inside Western Union 

How business has used Western 
Union Telegraph Co. for the pro- 
motion of all kinds of schemes, 
from larceny and lottery to legiti- 
mate enterprise, is told in a new 
book just issued by the Sterling 
Publishing Co., New York, “In- 
side Western Union,” by M. J. 


a ine Wi 5 7 ee 


IT’S OFFICIAL—On hand for the signing of Columbia Records, New York, as 

sponsor of half of “The Show Goes On” (CBS-TV) are: (left to right) Marion 

Harper Jr., president, McCann-Erickson; Goddard Lieberson, executive vice-president, 

and Edward Wallerstein, president of Columbia Records; Robert Q. Lewis, emcee 
of the show; and J. L. Van Volkenburg, CBS sales vice-president. 


(Mike) Rivise. acters—comical, sad, sinister, 
Having spent a number of years| heart-warming—who have em- 


ae) Se es 


with WU, Mr. Rivise introduces| broiled themselves and WU in 
the reader to a carnival of char-| many a fantastic situation. 
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McGraw-Hill ‘49 Census 
of Manufacturers Ready 


The 1949 McGraw-Hill census of 
manufacturing plants has just been 
completed and will be ready for 
distribution within the next few 
weeks by the McGraw-Hill Pub. 
lishing Co., New York. 

According to John C. Spurr, re. 
search director, the new census 
will “provide an ideal base for in- 
dustrial market research. The 
plants which constitute the po- 
tential prospects for almost al] 
industrial companies have been 
identified and rated. The logical 
prospects for a particular manu- 
facturer’s goods can therefore be 
selected from the census and sur- 
veyed.” 


Chernow Agency Adds 2 

Chernow Co., New York, has 
named A. Allan Peters, formerly 
account executive with Marcel] 
Schulhoff & Co., as vice-president 
in charge of new business. James 
H. Lang Jr., last with John A, 
Cairns & Co., has joined the agency 
= copy and merchandising direc- 
or. 


ONLY IN PICTORIAL REVIEW CAN YOU BUY FROM 
1 TO. 10 BIG-CITY SUNDAY MAGAZINE MARKETS. 
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day and Thursday mornings. Onl ’ s 
pe to talk an. Seedeoie et a ee Vend’ Article Calls 
sus at ureau s —_— i 
Sus of ele the Seciinass winstiag ond Premiums Helpful 
iy for | Dinner April 27 the bureau dinner are expected to Cuicaco—“No one can honestly 
t few w have record attendance. say whether premium plans will 
Pub- NEw cee President eventually push the sales curve 
= get — will be the speak- | Gerity-Michigan Will Run upward .... but they may keep 
a - er at the annual dinner of Magazine Ads for Washer the curve steady in the face of 
-ensus | the Bureau of Advertising, ANPA, ‘ ape i ials” 
or fe ; Gerity-Mich c price differentials” between vend- 
April 27. The dinner is the final| Gerity-Michigan Corp., Toledo, 
The ohn - : : will launch a new campaign for ing machines and over-the-counter 
e po- eve a — convention of | it, Dishmaster, a push-button sales, according to Vend, automatic 
st ajj | the American Newspaper Publish-|qishwasher, in the May issues of merchandising publication. 
been ers Association, April 25-27. Better Homes & Gardens and Good In an article titled, “Can Pre- 
ogical Col. J. Hale Steinman, publisher | Housekeeping. miums Help You Sell?” in the 
nanu- of the Lancaster, Pa., newspapers _ Cooperative newspaper promo- April issue, G. R. Schreiber dis- 
re be ) and chairman of the dinner com-|tion, direct mail, and point of sale cusses available evidence on the 
1 sur- mittee, announced also that the material will round out the com- ; f wh 
. on Alves’ Wilenien p question of w ether or not pre- 
address would be broadcast coast-|P@anys campaign i i 
Guenther Law, New York, handles miums increase vending machine 
to-coast over the Mutual network |i). account. - sales 
wih at 9:30 p.m. account. DIZZY TO oe agg wn gp 3 Dean, who will be TV commentator for the Yankee , 
. The bureau’ . games on alternate days with Mel Allen, greets Henry | Gorski (left) advertising : 
merly San po dh rl Som Haywood Elected President manager of P. Ballantine & Sons, and Carl W. Bad ident of the |@ He concludes that: 

y afternoon 1..© handi ld 
arcel ie te Goveied tn taliee ant aiiene Marshall Haywood Jr. has been| °™Pany, ot a luncheon in New York. Ballantine, through J. Walter Thompson Co., - Coupons on merchandise so 
‘ident ae tovele Aare - elected president of Electrical| ’!! sponsor the telecasts over WABD, New York, and run daily tune-in news- through vending machines may or 
‘ames tne ve 1 mas oe y members| Publications Inc., Chicago, pub- paper ads before each game. may not bring in new customers. 
al _— ve staff and the gov- lisher of Electric Light & Power No definite evidence supporting 
ency ’ and Electrical Dealer. He succeeds the company, has been made pub-| member of the board, has been|¢ther conclusion has yet been ad- 
lirec- pretigtlee neng He it - | ong the late Ell C. Bennett. C. W./lisher of the two publications. J.H.| named to direct sales in all terri- | duced. 

ay luesday, and on Wednes-!'Leihy, executive vice-president of'Thomson, vice-president and _ a! tories. 2. Premium coupons on vended 
all merchandise has been shown to 
maintain sales where price dif- 


5. Ter eae amy 


--- The Only Graat Sunday Magazine You Can Use 


For Mass Selling in Single Markets. 


Some markets are good markets with comparatively 
simple sales problems. Others you classify as ‘“‘about 
average” markets with “about average” sales problems. 
Then there exist those one, two or more markets which, 
although rich in sales potential, are for you bad markets. 
Markets in which, due to one reason or another, com- 
petitors far outstrip you! Markets in which overpower- 
ing sales problems seem to have tied your hands! 

When faced with one of these bad markets, you rush 
sales personnel into that market to give it special, in- 
tensive treatment. You shift plans, strategy, to cope 
with local conditions. A mighty advertising force to help 
you blast open sales floodgates in such a market is the 
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unduplicated flexibility of PIcTORIAL REVIEW. With Pic- 
TORIAL REVIEW you can turn the full power of a great 
national Sunday magazine on individual markets. You 
can buy without penalty from 1 to 10 of America’s big 
“key” markets to let you concentrate where your emer- 
gency is most urgent. 

Check your sales charts with PICTORIAL REVIEW'S 
10 rich, big-volume markets. In which are your sales, 
your prestige languishing? In which do you need the 
effective assistance PICTORIAL REVIEW can bring you and 
bring you fast? If in a single one of these markets your 
sales problems are bad, why not see what PICTORIAL 
REVIEW can do for you in that market without delay? 


ferentials exist. 

3. Operators who have used pre- 
miums say they offer intangible 
values such as good will. 

4. Properly used, premiums may 
offer a temporary competitive ad- 
vantage. 


Shulton Maps Spring — 
Drive for Old Spice 


Shulton Inc., New York, will 
run insertions on the sport pages 
of newspapers in 58 major cities 
as a part of its spring campaign 
for Old Spice after-shaving lotion 
and shave cream. This will tie in 
with the company’s radio promo- 
tion. Shulton sponsors “High Ad- 
venture,” a 30-minute drama over 
13 NBC stations. 

Magazines and point of sale also 
are included in the company’s 
plans for spring selling, with spe- 
cial attention to be devoted to 
Father’s Day sales. Wesley Associ- 
ates is the agency. 


Parkin-Wilbur Splits 


Parkin-Wilbur, New York, has 
appointed William Wilbur, for- 
merly vice-president, as president 
and secretary, to succeed Edwin 
Parkin, who has left the agency. 
The Parkin-Wilbur name will be 
retained. Mr. Parkin has not an- 
nounced his future plans. 
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Organization of the Procter & Gamble Advertising Department 


(Continued from Page 1) 


to it that the company’s best ef- 
forts are placed behind his brand. 
Before basic decisions are made, 
fiche concurrence of many others is 
maaeeded—the brand man’s supervi- 
30r, the head of the Brand Pro- 
motion Division, Vice-President H. 
J. Morgens in charge of adver- 
/m.ising, and in many cases the sales 
jepartment, depending on the na- 
sure of the probiem; but he is 
responsibie for making certain that 
he right facts are brought to 
year on the problem and the prop- 
*r action is taken. 


me The brand man, however, is 
nore than a coordinator. In him 
s vested an unusual amount of 
tutonomy, and he holds an import- 
mint responsibility for keeping his 
yrand in the race. He is the pri- 
mary contact for the agency ac- 
‘ount executive; with the agency 
1¢ makes basic budgetary recom- 
nendations; and he is responsible 
oth for the day-to-day handling 
wf the brand’s advertising and 
ales promotion and for seeing that 
portunities for long-term devel- 
pment are not overlooked. 

The brand men are grouped un- 
ler supervisors who in turn re- 
yort to W. R. Chase, manager of 
he department’s Brand Promotion 
Mivision. One of the important 
unctions of this managerial group 
3 the training of brand men. 

Building brand men and other 
sey men in the department is the 
ibject of a thorough training pro- 
Yam, and these men, in turn, form 
ne of the company’s important 
ols of potential executive tal- 
nt both at home and abroad. Ex- 
dvertising department men hold 
everal key jobs in P&G’s over- 
eas subsidiaries, and upper eche- 
aon positions in the department 


iHow Procter & Gamble 
Ad Staff Functions 


are filled entirely by men who 
came up through the ranks. 


THE BRAND MAN 


The one brand he handles is the 
brand man’s only concern. His 
method of operation is his own 
business; P&G wants results, not 
regimen. 

The brand man and the agency 
account executive work as a team. 
They are completely frank on ad- 
vertising and marketing problems. 
They see each other at least once 
every two weeks. They work to- 
gether on media—the account ex- 
ecutive in his agency, the brand 
man with P&G’s Media Depart- 
ment. If the media people turn up 
a good time spot, and it looks de- 
sirabie for their brand, they try 
jointly to get enough money for 
the time and talent to fill the spot. 

Together brand man and ac- 
count executive work on the basic 
copy slants; they agree on what 
they want in the way of ads and 
commercials, and try to get it, the 
brand man working with his own 
department’s Copy Section, the ac- 
count executive with the agency’s 
creative people. 


@ They work together on mer- 
chandising. They will make sepa- 
rate store checks, and joint store 
checks. “I think any brand man 
should be in stores a good di 
Says one of the brand group su- 
pervisors, “and we expect the ac- 
count executive to do the same 
The brand man, to repeat, is 
concerned only with his brand. A 
few desks away, in P&G’s vast ad- 
vertising bullpen, sits his hottest 
competitor (P&G brands battle it 
out without fear or favor). The 
brand man’s aggressiveness isn’t 
tempered by any old company tie; 


ibe che Le ores 
Gagner ete a3 


his only concern is building vol- 
ume for the brand. 

In the brand man are lodged 
many of the basic responsibilities 
for budget, volume and the profit- 
able marketing of the brand. He 
makes recommendations on how 
the money is to be spent, he works 
with the Chemical Division to be 
sure his product is right, with the 
Market Research people to deter- 
mine consumer reaction; and he 
works hand in glove with Sales. 


@ However, he has no authority 
over the divisions of the adver- 
tising department and cannot tell 
the rest of the company what to 
do; he must rely on persuasion and 
logic and the soundness of his 
judgment; in the department, on 
his own brand, his authority is 
considerable but he still must sell 
his recommendations to his super- 
iors, who sit over groups of brands. 

In this difficult assignment, he 
is considerably assisted by two 
facts: first, that the company ac- 
cepts the brand man as the person 
closest to the problems of that 
product; second, that the company 
is adjusted to the brand man’s ob- 
livious concentration on the brand 


to which he is assigned. 

His relations with the various 
sections of the advertising depart- 
ment are intricate. 


= From Media he gets carefully 
thought-out media recommenda- 
tions. Although his agency may 
initiate the media list, the brand 
man has the assistance of what he 
insists is “as good a media de- 
partment as any agency’s—maybe 


better.” He is responsible for mak-. 


ing clear to the media department 
exactly what he wants. 

From Copy he gets supervision 
on the continuing campaign. In 
joint meetings with the agency’s 
creative people, he helps develop 
the copy platform, on which the 
department’s recommendations to 
management are based. 

From Art and Packaging he gets 
his display material and expert 
help on his packaging or wrapper 
problems. If he thinks his package 
doesn’t catch Mrs. Shopper’s eye 
sufficiently quickly, the Art Sec- 
tion is where he goes; if he’s un- 
easy about the art being used in 
his advertisements, he asks Copy 
to get into it again with the Art 
Section. 


Procter & Gamble Co. 
Advertising Expenditures by Media, 1935-1949 


General Farm 
Year Magazines Magazines 
1949 $4,519,441 $227,885 
48 4,297,441 150,670 
47 4,423,216 204,609 
46 3,547,602 64,881 
45 3,180, 6,066 
3 3,405,913 20,000 
42 3,151,373 16,170 
41 2,172,504 
40 1,898, 7: 18,545 
39 1,822, 20,879 
38 1,546, 23,776 
os 2,312,593 64,273 
35 2,211,039 184,083 


inday Gross Net- 
Supplements Work Radio Newspapers 
$2,927,290 $17,315,092 § 
3,372,840 {199,384 8,373,006 
16,652,790 6,631,507 
17'319,744 3,723,937 
141927, 789 
13,093,076 6,178,583 
6,579,525 
9,401,353 4,393,798 
6,170,862 : 
4/496,067 
2,105,237 


Notes: Data from 1935-37 are from PIB records and magazine figures include 
expenditures in Sunday newspaper-distributed magazines. 


Data from 1938-1947 are from 


1938-1944 by Bureau of Advertising, 1945-1947 by Magazine Ad 
Magazine figures do not include Sunday proce Ma Rey 8 


except for 1948 newspaper nae 
tures * National Advertisers in Newspapers,” 
Sunday ibuted maga- 


Data from 1948-1949 are from PIB records, 
from ‘ 


tures, which come 


and which includes the $3.37h-040 shown in 
zines column. 


eo. Advertising Inv mepmanente,” 


issued 
vertising eased 


From Radio he gets expert su- 
pervision of the radio program- 
ming operation. The brand man 
agrees with the agency on the type 
of show wanted (i. e., daytime or 
nighttime, whether TV will be 
used), and how large a price tag 
the budget can stand. The Radio 
Section has the responsibility of 
seeing that the goods are delivered. 
On spot, both AM and TV, the 
brand man sets the marketing pat- 
tern, and then Radio (and the 
agency) produce the spots, with 
a strong assist from Copy. 

From Merchandising he gets as- 
sistance on field advertising (sam- 
pling and couponing) and on pro- 
motions. Together with the sales 
department and with the heads of 
the Brand Promotion Division, he 
decides, for example, what cou- 
poning he would like to have. 

On the Field Advertising Section 
of Merchandising falls the job of 
developing a workable coordinated 
plan, recommending the coupon to 
be used, deciding whether to use 
mail or crews, making cost and re- 
demption estimates, and supervis- 
ing the large-scale field operation. 


a From Merchandising he can also 
get advance sales reaction on other 
types of promotion, and vital in- 
formation on such things as type 
of outlets to use, and what his 
leading competitors are doing. 
Another section in Merchandising 
will help by handling premium 
testing; when his promotion is 
ready they will have a line of 
tested premiums ready for him. 
Similarly, the section will handle 
contests, and set them up for the 


.|/brand man. If a promotion in- 


volves more than one brand, the 
Group Products Section takes over 
and, with Sales, develops a plan 
and runs it. 

From the Legal Section he gets 
advice on the legality of a pro- 
motion, help if he plans shifts in 
the product or trademark, and he 
calls on the section in the event he 
runs into brand infringement in 
any market. 

The brand man on a new prod- 
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uct has a tremendous assignment. 
Not infrequently, the suggestions 
of brand men have led to new P&G 
products. Watching his store 
checks, noting the reaction of con- 
sumers on research reports, he sees 
the opportunity. The department 
asks the Chemical Division for its 
opinion; if its manufacture is feas- 
ible, and the potential volume is 
there, a new addition to the P&G 
line may appear. 

If and when a brand man is 
assigned to it, he has much of the 
responsibility for assessing it ver- 
sus its competition, for packaging 
it, for preparing the test market- 
ing plan, and—as was said before 
—he will be a factor in choosing 
the agency to handle it. 


s Now, where do the brand men 
come from? 

The answer is simple: from in- 
side P&G. 

With the exception of the Drug 
Division, where a few men trained 
in other companies were intro- 
duced as a cadre to guide the com- 
pany into relatively unfamiliar 
trade territory, P&G operates on 
a homogeneous group of young ex- 
ecutives, most of whom have spent 
their entire business life with 
Procter & Gamble. 


THE MAKING 
OF A P&G AD MAN 

Advertising department execu- 
tives of Procter & Gamble are made 
by one of three routes. Let’s take 
candidates A, B and C. Candidates 
A and B have been hired straight 
from college (almost any good col- 
lege, although the Harvard Grad- 
uate School of Business Adminis- 
tration seems to be better repre- 
sented in P&G than any other 
school). They have been picked on 
the basis of intellect and organiza- 
tional ability. The combination of 
the boy who is a Phi Beta Kappa 
and made a moneymaker out of 
his college radio station is precisely 
what P&G is looking for. 

Candidate A goes straight to the 
advertising department, and is as- 
signed as a “staff assistant” under 
a brand manager, media man, or 
in the Merchandising Division. 
Somewhere between six months 
and two years of this experience fit 
him for Step Two. 

Candidate B goes into the field. 
He works with crews on sampling 
and couponing; he routes them, 
handles expenses, etc., until he too 
is ready for Step Two. 


a Step Two comes when Candi- 
dates A & B go into the Sales De- 
partment for six months or so. 
They are handled precisely as if 
they would always be salesmen. 
They get no special handling, and 
they are assigned to routes and ter- 
ritories, and get no particular spe- 
cial attention. 

At the end of about six months 
they are recalled to Cincinnati, 
unless they are destined for the 
Media Section, and go to “media 
college,” as it is known in P&G. 


This is a six-week stretch in the |- 


media section (indicating, inciden- 
tally, the emphasis placed by P&G 
on media), in which they read 
files, discuss the company’s media 
Philosophy and experience, and 
write reports, 

Then two weeks on a tour of 
the department. They go into copy, 
they sit in copy meetings with the 
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agency; the same procedure is fol- 
lowed for radio and art. Then fol- 
lows a brief stretch in research, in 
which they work on calls and sur- 
veys. 

At the end of eight weeks, they 
know their way around the Adver- 
tising Department. 


a Now Candidates A & B are re- 
assigned—to responsible posts in 
the Media, Copy or Merchandising 
Division, or to brand men as assist- 
ants. Their status ‘is considerably 
different. While still being trained 
and supervised, they now have re- 
sponsibilities delegated to them; 
they go to New York to the agency, 
out in the field to talk to sales 
managers. They are now a part of 
the advertising team. 

As time goes by and they gain 
experience, they are encouraged to 
become more and more self-re- 
liant and independent, Eventually, 


they are given a brand, or a post 
of equal importance in one of the 
other Divisions. 

As for Candidate C: He is hired 
after he has worked for a couple 
of years or so in another com- 
pany. He will be only a few years 
removed from college, and he will 
move directly to Step Two, thus 
short-cutting the road to becoming 
an assistant brand man or its 
equivalent. This route is used in- 
frequently. 


@ The company loses very few ad- 
vertising men, despite the fact 
that they are good agency timber. 
First, they have a pleasant place 
to work (and few big-city ten- 
sions); second, P&G men say the 
company is “completely free from 
politics’—and the brand men are 
free to concentrate on their jobs; 
third, security (P&G has had only 
one losing year, 1921, and has an 


outstanding record of earnings, 
boom or bust); fourth, guaranteed 
progress if the man produces. The 
fact that President Neil McElroy 
was advertising manager, and set 
up the brand system, and that 
Howard Morgens, P&G’s young ad- 
vertising vice-president, was once 
a brand man (Oxydol), a copy 
supervisor and later the head of 
Radio and Media, is heartening 
evidence of where an advertising 
man may go in P&G. 

Finally, at the brand man level 
and thereafter, P&G salaries are 
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comparable to those in the agency 
business. 
As part of a talent pool, the P&G 
admen are remarkably inter- 
(Continued on Page 58) 
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Shorp. clear, crisp’ Prompt Delivery 


8x10 genuine glossy photos 
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Most Wisconsin farmers agree with Reader Hasenbein 
in his preference for Wisconsin Agriculturist and 
Farmer. In 9 out of 10 of Wisconsin's best farm 
homes Wisconsin Agriculturist is depended on more 
than any other farm publication—for information on: 

Crops, fertilizers, seed, etc. . . . dairy cattle and 
livestock . . . care and use of farm machinery ... pro- 


duction and marketing . . 


. recipes and meal plan- 


ning ... sewing and patterns ... poultry raising... 
community problems... what other Wisconsin farm 
men and women are thinking and doing. 

This preference is a matter of record . . . deter- 
mined in a survey made by a leading midwest adver- 
tising agency. Now you can see the results in the 
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GET ALONG WITHOUT 
THE WISCONSIN AG / 


If you asked Oscar Hasenbein,* Racine county farmer, why 
he and his family “can't get along without the Wisconsin Ag”, 
he'd tell you, as he did us: 

Like every other business man, | need information. | get the 
facts | need, and ideas | can use, in the Wisconsin Ag. Farming 
is my trade, the Wisconsin Ag is my trade paper. And | speak 
for the rest of the family, too, when | say that we can't get 
along without it.” 


DEPENDED ON MOR 
THAN ANY OTHER FARM PUBLICATION! 


FOR MORE DIFFERENT KINDS OF FARM . 
AND HOMEMAKING INFORMATION ... 


summarized figures. Our representative will be 
pleased to show them to you upon request. 
Although Wisconsin farmers and their homemakers 
name a variety of reasons why they prefer Wisconsin 
Agriculturist, the basic reason is that it’s their farm 


paper—written for them and about them. . 


. only. 


That's the basic reason why the best way for you 
to sell your products and services to America’s 


greatest dairymen is to advertise 
“trade paper”. 


in their own local 


Wisconsin Agriculturist is VITAL to its more 


than 200,000 readers... 
through which to sell them. 
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Publishes Directory 
Harry O. Mitchell, Terminal 
Sales Bldg., Seattle, has published 
ras, a directory of importers and ex- 
; porters in the Puget Sound and 
Columbia River sections, with a 
list of the products they handle. 


Bank Appoints Sullivan 
Daniel F. Sullivan Co., Boston, 
has been appointed to handle the 


the Union Savings Bank. 


oe MASSACHUSETTS 
7 A Key City Of 50,696 City Zone 
Population Blanketed By The 
HAVERHILL GAZETTE 
World shoe making center. 
2 Western Electric Co. manufacturing 


. Effective gets pay help. 
Business is good in Haverhill. 


ling’s 

ARS - GRIFFITH Co., INC. eal allhee of the exalaee pull 
k Lexington Building........... NEW YORK fi 
_.CHIcaGo | cation: 


|. DETROIT 
BOSTON 


e THE SEIBERLING Rubber Co. 
of Akron, O., has long been noted 


advertising for local branches of|for the candor of its management 
expression in its employe journal, 


(ATLANTA | @ “We carry a column of union 
Sino FOR OUR City ZOwe POPULATION FoLbER |HeWs in our employe publication 


Employe Communications 


How to Win Friends Among Your Workers 


By Rospert Newcoms and Marc SAMMONS 


because we try to print informa- 
tion of interest and direct con- 
cern to Seiberling employes...In 
the column we give the writer a 
“The Seibeneer.” One of its es-|free hand to include anything 
ad A v e va BA 4 L L tablished editorial features is|he wants, 
“News of Local 18,” a department 
devoted to union news. 

Last week it was reported here 
that the question of pubiishing 
union news in employe periodicals 
frequently arises in management 
center. communication meetings. Here is 
some detailed comment on the topic 


except criticisms or 
arguments against management. 
We think that’s fair because we 
have always scrupulously avoided 
fighting the union in the rest of 
the paper. Of course, political dis- — 
cussions are taboo, too. fo) r. 

“The column is filled with items 
about coming events in the union’s 
REQUEST MORE FACTS—ADVERTISE i" Haverniut| from Douglas Mueller, Seiber-|calendar: meetings, parties, special 
public relations director|committee sessions, comments on 
past events, news of members who 
have done something notable in 
affairs of the CIO or the interna- 


to express appreciation for some 


TOLEDO ROUNDUP—The largest Willys-Overland dealer meeting in history and the 

unveiling of new models brought together Ewell & Thurber agency executives in To- 

ledo. Left to right are James A. McPhail, Toledo; James C. Ewell, Chicago; Hal 
Thurber, Toledo; Lynn Gordon, Hollywood; and Steve Mudge, New York. 


Advertising Age, April 24, 1958 


good work of a member or group 
tional union. It is used as a vehicle|of members, to report on sick 
members, to promote plant safety 


ee | 
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ee 


America’s BUYING GUlD_g 
FOR over 60 YEARS 


i ee ee ee ee ee 


She uses the ‘yellow pages’ of the 
telephone directory like 9 out of 10 
shoppers to find the products and 
services she needs. 

You can direct prospects to your 
authorized dealers or outlets through 
Trade Mark Service in the ‘yellow 
pages’. Simply arrange with your 
Bell Telephone Company to have 
your trade-mark or brand name dis- 
played in the ‘yellow pages’ over a 


For further information, call your local telephone business office 
or see the latest issue of Standard Rate and Data 


list of your dealers. You can have 
this service in 32,000,000 directories 
across the nation . . . or limit it to 
specific localities. 

Trade Mark Service ties your local 
dealers in with your advertising 
program. It localizes your national 
advertising . . . brings buyers to your 
authorized dealers... makes “good 
looking” for your prospects and 
good selling for you. 


from the union’s point of view.” 


ws Mr. Mueller describes the cole 
umn as “informal, personal and 
chatty” and adds that “often when 
the author is short of news, we 
know of some event which can be 
included, and insert it after getting | 
his approval.” 

Mr. Mueller points out that the 
column helps to promote attend- 
ance at union meetings. “We feel 
this is to the interest of the com- 
pany,” he says, “for we believe 
our employes are pretty well in- 
formed and very responsible. The 
more people who attend the meet- 
ings, the less chance of an irre- 
sponsible minority taking over the 
union. At first, some members of 
our management were skeptical. 
Now we think they agree with us 
that the union column adds pres- | y 
tige to our paper. Our employes 
know we are basically friendly : 
toward the union, and willing to 
cooperate wherever we can.” 


rc Ge. “<< | SE 


a Another director of public re- 
lations, who asked that his name | ¢ 
be withheld, took over the super- | * 
vision of his large company’s plant | J 
papers last summer. Up to that 
time, practically nothing had been 
published regarding the unions. 
When a new union contract was 
signed last November, however, 
the department published a story 
in all plant papers discussing the 
contract in an extremely factual 
way. 

“There was no difficulty at all in 
getting management to go along 
with us on this,” the director says. 
“I think the difficulty in the past 
has been that the young people 
handling the plant papers simply 
weren’t qualified to write such a 
story, and the people in charge 
didn’t feel they could spare theg 
time to go through the laborious 
process of concocting the story 
themselves. When the story was 
laid down in front of the manage- 
ment in finished form, very few 
changes were made.” 


Joins Kudner Agency 


Kudner Agency, New York, has 
added Lloyd G. Delaney, previous- 
ly with Biow Co., to its staff as 
an account executive. 


Svestka Joins Freiberger 
George Svestka, artist and for- 
merly with McCann-Erickson, 
Chicago, has joined Curt Frei- 
berger & Co., Denver agency. 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Blanketed By The 
NEW BERN SUN-JOURNAL 


We will help you merchandise your campaign 
in the Sun-Journal to reach the $21,000,000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
ly R a By 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
[) One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
(C) Payment enclosed [7] Bill me later [] Bill my firm 
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Canadian Group 
Stresses Role 
of Advertising 


OrTawa, Ont.—Advertising is 
“woven into the fabric of Canada’s 
destiny as a nation” and according- 
ly “merits not destructive criticism, 
ridicule and harassment, but 
broader understanding, acceptance 
and support,” according to the 
Association of Canadian Adver- 
tisers Inc. The association pre- 
sented its views here last week in 
a brief to the Royal Commission 
on National Development in the 
Arts, Letters and Sciences. 

The association numbers among 
its members 155 of Canada’s largest 
national advertisers, and it ad- 
ministers the Canada Circulations 
Audit Board, the Bureau of Broad- 
cast Measurement and the Cana- 
dian Advertising Research Foun- 
dation. 

Characterizing advertising as 
“basically an economic force that 
justifies its existence by its pro- 
ductivity as such,” the association 
said that “it has cultural overtones 


Ss and may be said to have assumed 
some political implications.” 

a5 These recommendations were 

&R.) made in the brief: 


s 1. Government should cooper- 
ate with the independent public 
service advertising body (similar 
to the Advertising Council in the 
United States). This would sup- 
port with advertising any national, 
non-partisan movement that was 
deemed in the public interest. 

2. Regulatory powers of the 
Canadian Broadcasting Corp. 
should be divorced from the radio 
broadcasting business “in the best 
interests of advertising and the 
general public.” 

3. It endorsed suggestions of the 
National Gallery of Canada for 
establishment of a national mu- 
seum of industrial art and the 
teaching of industrial design in all 
provinces. The association ex- 
pressed the belief that good design 
is essential to continuing public 
acceptance of consumer products. 


UTUUTTTTTDTETTETEEEE 


s “Like many elements of our 
democratic way of life,” the brief 
continued, “advertising seems 
taken for granted by large areas 
of our people. It is lamentable that 
there is not keener public aware- 
ness of the following: 

“1. That adveriising is the main 
support of our free press (a con- 
vincing majority of Canadians was 
revealed by a recent Gallup poll 
to believe that advertising lends 
interest to our newspapers and 
magazines) . 

“2. That advertising has most ef- 
fectively supported our editorial 
media in widening political and 
economic literacy. 

“3. That : ivertising was one of 
the government’s most effective 
home front weapons in winning 
the war. 

“4. That advertising can aid ma- 
terially in securing the peace.” 


s Consumer advertising, the asso- 
Ciation declared, reduces produc- 
tion costs by multiplying produc- 


FREMONT 


NEBRASKA 
The State’s Fastest bd Market 
Blanketed B 
FREMONT GUIDE. a “TRIBUNE 
A fast growing market means action, sales 
and large profits. Fremont, dominant as an 
industrial city, is growing at a terrific rate. 
Advertise and sell in Fremont. The Guide & 
Tribune gives more for your advertising 
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tion and increasing manufacturing 
economies. It also reduces selling 
costs. In reaching prospects, in 
arousing interest and in creating 
and maintaining demand, its cost, 
as a selling instrument, is only a 
fraction of what otherwise might 
be entailed. And competition dic- 
tates that these savings in selling 
and production costs be passed on 
to the consumer. 

“Advertising’s universal use in 
the distribution of goods and ser- 
vices testifies to its efficiency,” the 
brief continued. “It is significant 
that, with all its ingenuity, modern 
business has developed no alterna- 
tive.” 


s “Some critics of advertising re- 
veal little grasp of its varied eco- 
nomic functions. Others have 
shown unfamiliarity with popular 
tastes or a lack of understanding of 
the consumer’s power to pass judg- 


ment on advertising by the simple 
switch of his patronage.” 

Brand names, the association 
held, require the manufacturer to 
deliver consistent quality and as- 
sure the consumer consistent value. 
Consumer favor and freedom of 
choice strengthen markets for re- 
liable brand names; they also 
prune out and destroy products 
and services that do not measure 
up to their advertising. 


ws Advertising as an industry, the 
association said, is an important 
segment of the economy. Together 
with its many suppliers and col- 
lateral industries it provides con- 
siderable employment, carries 
large payrolls and generates sub- 
stantial buying power 
“Advertising has contributed to 
Canada’s cultural advancement in 
three ways,” the brief concluded, 
“first by helping to raise the stand- 


ard of living so that great leisure 
has been available for cultural 
pursuits; secondly by helping to 
cultivate a more general apprecia- 
tion of fine music and drama; 
thirdly by offering, as an industry, 
a lucrative training ground for 
many an aspiring artist and 
writer.” 


Nuodex Promotes New Product 


Nuodex Products Co., Elizabeth, 
N. J., is promoting Ad-It, a new 
anti-mildew compound for use 
with all paints, in major markets 
in 14 southern states. Newspapers, 
direct mail to painters and dealers 
and point of saie displays will be 
used in the promotion. A. W. 
Lewin Co., Newark, is the agency. 


Joins Cocktield, Brown 

William A. Munro, formerly with 
Walsh Advertising Co., has joined 
the public relations division of 


| Cockfield, Brown & Co., Montreal. 


Who is “Mr. UNION’’? 


What are the basic principles of 
American labor? How did trade 


unionism get started? Who organ- 
ized the erican Federation of 
Labor? 


You'll discover the fascinating 
history of the man who made it 
possible ... Sam Gompers... in 
the great new May LIBERTY. 

Other exciting stories and ar- 
ticles: the shocking starvation 
wages of American teachers... 
drinking among college students 
ces condensation of “Peace of 
Soul” by Monsignor Sheen... 
Fishing for the Family .. . and 
LIBERTY'S special Home Section 
devoted to the problems of your 
family. 


Liberty 


NOW ON SALE AT ALL NEWS STANDS 


A CITY 


LARGER 


THAN PHILADELPHIA 
WILL MOVE TO COLORADO 


How would you like to tap a lush summer market that offers 2,350,000 EXTRA people 
in a gay spending mood? A market like that can help a lot in leveling out your summer 
sales valley. And here's how it can be yours... 


This summer, Colorado's population will be increased by 2,350,000 out-of-state vaca- 
tionists. That's more people than live in Philadelphia. And while these 2,350,000 extra 
people are enjoying "the nation's roof garden," they'll buy $213,000,000 worth of 
goods and services. 


Your share of this extra summer business is worth getting. And the surest, easiest way 
to get this extra business is to increase your summer advertising in the most widely 


read selling medium in the Rocky Mountain Empire . . . THE DENVER POST. 


CIRCULATION 


Sunday 


Roto, Comics, Magazine.. 


A.B.C. Publisher's Statement 
September 30, 


227,028 
357,406 
392,031 


1949 


@ 


The Voice of the 


THE DENVER POST 


PALMER og EDITOR AND peesease 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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Procter & Gamble 


(Continued from Page 55) 
ehangeable. Many of the brand 
men have been switched from one 
brand to another, have been in 
copy and media, or public rela- 
tions. Most of the copy supervisors 
have been brand men, and men 
have shifted from brand promotion 
to merchandising. 

The aim of the department is not 
to build specialists. P&G’s whole 
emphasis is away from specializa- 
tion and toward all-around execu- 
tives who may be deployed wher- 
ever they are needed within the 
department or within the com- 
pany. 

This is possible only because the 
training system, plus an intensive 
use of aptitude testing, brings P&G 
admen who have one thing in com- 
mon—an interest in and flair for 
marketing. 

“We never have enough man- 
power,” one P&G man admitted 
ruefully, and a new product has 
sometimes been delayed in enter- 
ing the market because the com- 
pany did not yet have the man 
trained who should handle it. But 
new men are constantly coming 
up in the company, and—even be- 
fore they start their training— 
they have been rigorously screened. 


P&G PROSPECTS PROBED 

All applicants for jobs with 
Procter & Gamble’s advertising 
department take two basic tests. 
The first is an intelligence test, 
the second is designed to measure 
their adaptability for the work of 
that department. 

In the second test, batteries of 
questions are arranged to test 
reasoning, awareness, correlations, 
mathematics, “personality,” vocab- 
ulary association and visual imag- 
ination. 

Applicants may be asked, for 
example, to choose from six choices 
the total number of shoes manu- 
factured in the U.S. in 1949. P&G 
thinks an applicant should have a 


One can be gentec! and neat, and still indulge 
a leve of outdoor SS 

A> fall with nothing worse than mud-sttins ts 
is; lvory Soap will remove troublesome 


ty an! restére 


the original freshness qe a good 


times overlooked that ... 


company. 


—1921. 


averaged $17,000,000 a year. 


they have made thee glad.” 


The Background on P&G 


Because of P&G’s eminence as an advertiser, it is some- 
e@ P&G hasn’t passed a dividend in its 60 years as a public 


e Its annual business has grown from more than $1,000,000 
in 1858 to more than $700,000,000 in 1949. 


e It showed a loss in but one year since incorporation 
e During the depression decade, 1929-1938, net earnings 


e@ The company pioneered in the Saturday half-holiday, 
adopted an employe-profit sharing plan in 1887, and in 
1923 established a guaranteed 48-week employment plan 
for its workers, the first in the soap industry. 


e Its moon-and-stars trademark was registered in 1882, 
the same year it bought its first full-page advertisement. 


e A family-run business since 1837, when James Gamble 
and William Procter went into partnership, a corporation 
since 1893, its first non-family head was R. R. Deupree, who 
became president in 1930 and is now chairman of the board. 


e Ivory, first floating soap, was discovered by accident in 
1875, when a workman let the crutcher (a mixing device) 
run through his lunch hour, thus beating the soap to a much 
lighter consistency than usual. Harley Procter named it, 
from a text in Psalms: “...out of the ivory palaces whereby 


rough idea of the population, know 
that women buy more shoes than 
men, that a vast number of chil- 
dren have been born since 1941 
(with corresponding shoe needs), 
and thus arrive at an approximate 
answer. 


a The “awareness” section asks 
questions about comedians, current 
events, every-day things. P&G 
wants people who know the world 
around them. 

In correlations, applicants are 
asked to pull correct answers out 
of a pile of data. In arithmetic, 
they must figure percentages and 
markdown quickly and accurately 
(they will work in a_ business 


| 


1 knows 90 class distinction. 
The rich Gad it most satatactory, 
The pour the most econamical. 


FIM Per Cont Powe. 


where figures are commonplace). 

The personality section tries to 
find the mixture of cool savvy and 
polite aggressiveness required in 
the highly competitive soap busi- 
ness. Tests on vocabulary and vis- 
ual imagination are designed to 
produce men who will, after all, 
be dealing with the problems of 
copy, art and packaging. 


= P&G adopted the tests only after 
a mammoth four-hour test was 
designed by the company’s Per- 
sonnel Research Department. This 
pilot test was given to all the com- 
pany personnel and to agency peo- 
ple, and the scores were checked 
against the performance records 


“Well, how do | look?” 
“As if you used lvory Soap.” 


set 


Manin we ask: Even if lvery Soap were no better than other 
dues not the fact that @ float make it better? 


your fine 


IVORY’S GALLERY—The lady took her tumble from the bicycle 
in 1895; the democracy of soap ad has no date; the dubious 
compliment was uttered in 1904; the bathing belles circa 1909 


“A soap that isnt safe 
for me is UNSAFE for 


things” 


(note the emergence of the floating theme); and the baby ap- 
peared in 1933, along with Flakes, and babies are now estab- 
lished in Ivory advertising. 


Advertising Age, April 24, 1959 


' BIG CHECK—Here Ralph Edwards—who was to become P&G's first bigtime radio 


attraction at night—and William G. Werner, public relations head for P&G, present 

a check for $1,575,000 to the American Heart Fund. The gift is accepted by Dr. 

Arlie R. Barnes, president of the American Heart Association from June, 1947 to 
June, 1948. 


of the men in the company, with 
the object of correlating proved 
success and skills as shown by the 
test. 

Then the four-hour test was cut 
to a one-hour test, and it is now 
a requisite of employment. Its in- 
dications are not invariably fol- 
lowed; sometimes an _ applicant 
looks too good to P&G to miss, de- 
spite his poor performance on test. 
But by and large the company 
thinks the test is an accurate yard- 
stick of present capability and the 
likelihood of future success. 

The test scores, incidentally, are 
held scrupulously confidential. 
Once an applicant is hired, the test 
score is scrapped. What counts 
thereafter is work on the job. 

(Next week: How P&G uses its 
media, copy, radio, art, merchan- 
dising and research to assist the 
brand man; how agencies operate 
with these divisions of the depart- 
ment.) 


Perkins to Schwab & Beatty 
as Radio, TV Dept. Head 


George F. Perkins, formerly an 
account execu‘ive with American 


|| Broadcasting Co., 


has been appoint- 
ed head of the ra- 
dio and televi- 
sion department 
of Schwab & 
Beatty, New York 
advertising agen- 


cy. 

Prior to being 
with ABC, Mr. 
Perkins was as- 
sociated with Ek- 
holm Associates, 
Boston sales and . 
management engineer. He also has 
been in the advertising department 
of the Borden Co. 


iB 


George Perkins 


_|Pelex Beauty and Smith 


Brother Name Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle advertising in the United 
States for Pelex Beauty Products 
Co., Berkeley, cosmetics and de- 
pilatories. An initial test campaign 
will include Sunday newspapers 
in metropolitan areas, radio and 
magazines, The magazine list in- 
cludes Charm, Glamour, Movie- 
land, Real Romances, Real Story 
and Screen Guide. 

The agency also has been named 
by Smith Brother, Oakland, to 
direct the advertising of M. A. C. 
compound, stomach remedy. West- 
ern farm publications, radio spots 
and newspapers will be used. 


Collins Radio to Lyon 


W. D. Lyon Co., Cedar Rapids, 
Ia., has been appointed to direct 
the advertising of Collins Radio 
Co., Cedar Rapids, manufacturer 
of broadcasting, amateur and avia- 
tion communication equipment. 


Appoints Sherman Stambaugh 


Sherman Stambaugh, formerly 
an account executive in the Toledo 
office of Ewell & Thurber Asso- 
ciates, has been named publicity 
managei of Owens-Corning Fiber- 
glas Corp., Toledo. 


Westinghouse Puts _ 
Defrosting Device 
on Refrigerators 


New YorkK—Westinghouse Elec- 
tric Corp. introduced to the New 
York market last week its new 
Frost-Free refrigerator, described 
as having “the world’s first and 
only fully automatic” defrosting 
device. 

A full-page ad in the Newar‘* 
News and New York Times was 
the first local promotion of the 
product. Earlier in the week it was 
announced on the “Studio One” 
TV program and in The Saturday 
Evening Post. 

Next week it is scheduled to 
move on to upstate New York, 
later to New England and other 
areas. 

The refrigerator is simple in 
operation. A mechanism “counts” 
the door-openings and after the 
60th one, automatically starts the 
defrosting process. Warm, moist 
air entering the refrigerator, the 
ad copy explains, causes the frost 
to form, the first thin layer ap- 
pearing after 60 door-openings. At 
this point, says the company, de- 
frosting can he done in a very 
brief time, so that the temperature 
inside the box rises only slightly 
during tiie process. 


s Westinghouse had planned to in- 
troduce the new feature next year, 
because of the huge production job 
involved in giving it wide dis- 
tribution. It managed by last week, 
however, to get at least one re- 
frigerator into the hands of every 
New York dealer and decided to 
go ahead with the promotion. 

At present, only one model, 
which retails at $399.95, has the 
Frost-Free feature. By next year, 
some 75% of the line, excluding 
only one or two models in the 
lowest price range, will carry it. 

Fuller & Smith & Ross handles 
the account in its Cleveland office. 


Higgins Starts Own Concern 


Harold Higgins, formerly with 
Adolphe Wendland & Associates, 
has formed Harold Higgins Co. at 
6331 Hollywood Blvd., Hollywood, 
Cal. The new organization will 
specialize in product promotion 
through radio and television quiz 
programs, motion picture place- 
ments, movie star endorsements 
and national contests. 


‘Daily News’ Names Hennick 


Fred Hennick, former newspaper 
representative in the New York 
office of Julius Mathews, has been 
named national advertising man- 
ager of the Daily News, Nauga- 
tuck, Conn., of which his father, 
Rudolph M. Hennick, is publisher. 


Kenyon Agency Adds Goodwin 

Kenyon & Eckhardt, New York, 
has added Murray Goodwin, for- 
merly with Young & Rubicam, te 
its copy department. 
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Advertising Age, April 24, 1950 


Along the Media Path 


e In conjunction with more than 
100 retailers, Pathfinder will 
launch a color promotion to stress 
the importance of color in the mer- 
chandising and sale of consumer 
goods. The story will appear in the 
May 17 issue, and stores will carry 
special displays during the week 
of May 22 to demonstrate the color 
system developed by Faber Birren, 
a color specialist, and described 
in the May 17 Pathfinder. 


e Anew, 20-page circulation book, 
distributed to agencies throughout 
this country by the New York 
Times, shows that the Times is 
read in 12,041 cities, towns and 
villages in all 48 states and the 
District of Columbia. The break- 
down is based on a single day 
designated by the Audit Bureau 
of Circulations. Copies of the re- 
port are available from the pa- 
per’s research department, 228 W. 
43rd St., New York 18. 


e Parade has issued a series of 
charts, based on Publishers Infor- 
mation Bureau figures, suggesting 
a gradual advertising trend to- 
ward syndicated Sunday maga- 
zines. Parade, the pie charts in- 
dicate, is getting a larger share of 
the pie. 


e The research department of 
National Transitads Inc. has com- 
piled data showing that house- 
wives who are exposed to transit 
advertising are representative of 
homemakers as a whole. The com- 
parison of National Transitads’ 
Cincinnati panel with data on all 
families shows a close correlation 
exists between the two on income, 
home ownership, appliance owner- 
ship and number of children. Only 
in car ownership was any signifi- 
cant difference noted. 


e The New Orleans Times-Pic- 
ayune and States, which recently 
signed to sponsor eight CBS net- 
work news programs over Station 
WWL, featured the time purchase 
with bold face, front page an- 
nouncements, stories on the radio 
pages and WWL station breaks. 
The commercials on the news- 
casts will plug comics, feature 
stories, columnists and sports news 
carried by the papers. 

The Katz agency, incidentally, 
has issued a folder on WWL’s 
public service features, “Young 
Man with a Bull.” The title refers 
to the station’s annual livestock 
improvement contest. Farm young- 
sters who have done outstanding 
work with their herds are given 
bulls and boars in recognition 
thereof. 


eA pictorial review of women’s 
fashions from 1900 to 1950 has 
been compiled by Women’s Wear 
Daily fashion writers and Fairchild 
Publications’ research staff. The 
24-page brochure, replete with 
documented drawings, sells for $2. 


e “Summer Toy Promotion Sales 
Helps” is the title of a new folder 
published by Parents’ Magazine for 
stores carrying toys. “Christmas is 
not the only time when the sale 
of toys should be promoted,” the 
publication argues. “Probably the 
next best toy selling season is in 
June!” The folder lists mats, post- 
ers and booklets included in a toy 
Promotion prepared by Parents’. 
Parents’ Magazine’s research bu- 
Teau also has issued a data booklet, 
“How Much More Do Families 
with Children Spend?” The an- 
Swer, according to the statistics in 
the report, is $75.37 (or 86%) 
more for household equipment 
than families without children; 
$66.95 (or 65.5%) .more for house- 


hold furnishings, and $15 (or 37%) 
more on toiletries than do families 
without children. Data was com- 
piled for Parents’ Magazine by the 
Bureau of Labor Statistics, and is 
based on a check of families in 
Detroit, Houston and Denver. 


e Safran Printing Co., Detroit, on 
June 1 will add a Harris four-color 
offset press to its numerous depart- 
ments, hence the company’s new 
slogan: “Safran, the department 
store of printing.” 


e About three months ago, Phila- 
delphia’s TV Digest began sponsor- 
ing the “TV Digest Film Theater.” 
Paid circulation was 23,650. On 
March 20, after 13 weeks of tele- 


casting the show, the circulation 
was 55,000. In addition, an Amer- 
ican Research Bureau survey put 
the film show among the top ten 
video programs in the area. 

On March 30, TV Forecast, Chi- 
cago counterpart of the Philadel- 
phia TV Digest, aired the first of 
13 weekly motion pictures over 
Station WENR-TV. The program, 
“Forecast Theater,” is aired on 
Thursday nights. 


e The April issue of Architectural 
Record contains 230 pages of 
building product advertising, larg- 
est volume ever carried in a single 
issue of an architectural publica- 
tion. The previous record, 229 
pages, was set in 1923. 


e@ National Comics Group and 
Fawcett Comics are cooperating in 
a promotion campaign designed to 
boost comic magazines as a me- 


dium for reaching about half of 
the families in the U. S. Ads on 
comic magazines as a major ad- 
vertising medium are being run 
by National and Fawcett in alter- 
nate weeks. Copy emphasizes the 
impressive number of comic books 
published and the markets which 
they reach. 
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PERSUASIVE PRES MWA Mtn 


BOOST YOUR SALES WITH AIR ADS 


WE FLY THE MAME — THEV BUY THE SAME / 


iW THE A/R— ANVWHERE— 


—< NATIONAL VISUAL BROADCASTING CORP. (N.V.B.C.) 


—_—_———_____ 


RACE TRACKS 


* PARKS * PARADES 


BASEBALL - FOOTBALL GAMES 
WHEREVER THE CROWDS MAY BE WE TAKE YOUR MESSAGE TO THEM 
* BOOST YOUR SALES WITH AIR ADS + 


101-103 Broad Street * 


NATIONAL VISUAL BROADCASTING CORP 


Elizabeth, N. J. * 


Phone EL 5-9200 


BUY-WORD 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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THE OREGONIAN shows women new 
way to rinseless washings... 


DEALERS CLEAN UP IN CASH SALES! 


Proved again and again... The Oregonian 
gets immediate action, builds more sales 
for its advertisers. Women...tens of thou- 
sands more women...read The Oregonian, 
believe it...and ACT! Recently, Oregonian 
Hostess House page featured a revolution- 
ary new rinseless way to wash clothes. 
“What is the name of this wonder deter- 
gent?” women wanted to know right away 
... 1,242 of ’em called in just three days! 
SURF distributors were flabbergasted at 
the immediate upsurge in SURF sales. 
Because it reaches more customers... 
your customers... The Oregonian is 
your best buy to sell women! First in 


circulation, first in influence with 
women, first in advertising results... 


that’s The Oregonian! 


gonian .. 


PORTLAND, OREGON 
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GETS 14 
OF $20,0 


a year. 


about results: 


in ADVERTISING 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” - 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 


place to tell your story. 


OFFERS 
00 JOB... 


And here’s what he said 


These 


AGE is the most resultful 


No. 3592. New York Times Circu- 
lation. 
A new “Circulation Book’’ 


showing distribution of the New 
York Times throughout the United 
States is now available. The re- 
port gives precise circulation de- 
tails for the New York market, 
and for over 12,000 other com- 
munities in all parts of the coun- 
try. 


No. 3593..Detailed Study of Con- 
struction Boom. 

“Construction 1949-1950” is a 
comprehensive new study offered 
by Engineering News-Record. 
Highlights: New construction of 
all kinds continues at or above 
1949 level; wage rates and material 
costs fairly stable; strong com- 
petition in materials and equip- 
ment; adequate financing ex- 
pected. Charts and tables make 
for easy comprehension of details. 


No. 3594. New Paper Sample Book. 

Northwest Paper Co. offers a 
new book, “Northwest News,” 
containing samples of mimeograph, 
bond, offset, ledger, envelope, and 
index papers. Each sample is im- 
printed to show the possibilities 
of the. sheet. 


No. 3595. New Data for Sioux City. 

“They’re Really Rolling in Sioux- 
land” is a new media and market 
data folder offered by the Journal- 
Tribune Publishing Co., Sioux 
City, Ia. It goes into extensive de- 
tail on population, buying power, 
value of product, retail sales, 
wholesale and retail outlets, etc., 
and provides precise circulation 
figures by towns and counties. 


No. 3596. New Route List for Dav- 
enport. 

The Times and Democrat, Dav- 
enport, Ia., offer a new route list, 
“America’s Most Amazing Com- 
munity,” giving names and ad- 
dresses and buyers’ names for all 
wholesale establishments, grocery, 


Information for Advertisers 


Rock Island 


Davenport, 
and East Moline. 


Moline, 


No. 3597. How to Use Slide Charts 
in Selling. 


Perrygraf Corp., Maywood, IIL, 
offers a new booklet, “7 Ways to 
Increase Sales and Cut Sales 
Costs,” showing how slide rules 
and wheels can be used to increase 
salesmen’s effective selling time, 
funnel demand to standard items, 
increase size of orders, etc. Ninety- 
one illustrations and 40 case his- 
tories suggest numerous applica- 
tions. 


No, 3598. Vacation Expense on Up- 
curve in 1950. 
The American Magazine offers 
its comprehensive “Fifth Annual 
Travelog,” indicating that mid- 


dle-income Americans expect to|= 


travel farther and spend more 
money vacationing this year than 
ever before. The survey covers de- 
tails of transportation preferences, 
areas to be visited, likes and dis- 
likes in accommodations, purchases 
of cameras, film, sports clothing, 
autos and auto accessories, etc. 


No. 3599. Capper’s Weekly Famil- 
ies Analyzed. 


A useful new study of the eco- 
nomic picture of its readers is 
offered by Capper’s Weekly, cov- 
ering size of families, number of 
children, size of homes, automotive 
units owned, farm ownership, etc. 


No. 3600. McGraw-Hill 
Data Book. 
McGraw-Hill’s “Market Data 
Book” represents the results of 
their 1949 census of manufactur- 
ing plants, locating the larger 
plants and rating them by both 
industry and size. By showing the 
number of people at work in them, 
it also establishes a measure of 
their importance and a yardstick 
by which market potentials can 


Market 


drug, and department stores in 


Note: Inquiries for items listed above 


be determined. 


will not be serviced beyond June 5. 


USE COUPON TO OBTAIN INFORMATION 


| 

| Readers Service Dept., ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Il. 
| 
| 


Please send me the following (insert number of each item wanted) 


HELP WANTED 


nsertions and 


i Figure bold foce heads 
foce 40 per line. Box 


space over 5 inches opply on display 


POSITIONS WANTED 


M. B. MUENCHEE ...........0:0000000 PLACEMENTS 
Advertising Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
THE SALESMAN PLACEMENT SERVICE 
8 S. Dearborn St., Chicago 3; CE 6-6973 
ACCOUNT EXECUTIVE: Phila. area. Fast 
growing agency wants aggressive man 
who can get new business. Best deal in 

town. 
Box 3080, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING, MARKETING 
TEACHERS 


for leading -colleges and _ universities. 
Salaries to $7000. Give Phone, Photo, 
Qualif. Cline Teachers Agency, East 
Lansing, Michigan. 

Ask for ELINOR KE..T 
COPYWRITER—Nat. agcy exper. Con- 


sumer food and appliance accts—to $10,000 
TECH. WRITER—Engineering degree L 
yrs. indust. exp. Agcy oppor 
ADV. MGR—FARM IMPLEMENT EXP. 
Direct Nat. campaigns. Relocate n 
COPYWRITER—Farm Implem._  Relo- 
QRBD  - ccscctsnss Ope: 
ADV. MGR.—Consumer ads. 
Dealer Promotion. Agcy liason 
HOME EC ASST. EDITOR—Consumer 
food exp. News, mag., radio $4200 
COPY DESK MAN-—3 yrs. News exp .. 
PUB. RELATIONS—TV STATION 
3 yrs. exp. required. Young. Start .. 
NEWSWRITER—3 yrs. Indust. exp Heoe0 
CLASSIFIED DEPT. MGR. Start ....... 
MEDIA TRAINEE—Agcy secy exp ....$2600 
YNG DISPLAY TRAINEE (fem) 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Har. 7-6520 
TRAINING MATERIALS WRITER 

Experienced in slidefilms and other vis- 
ual media. Detroit location. Give com- 
plete background in letter. Excellent 
opportunity with leading producer. 

Box ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


EDITOR: 

prominent trade paper; editor multi- 

million circulation consumer magazine. 

Can create and execute strong editorial 

program, direct staff or be part of one. 

— writer. Good organizer. Age: mid- 
"s. 


Box 3102, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WINNING PITCHER 

FOR YOUR TEAM 
Lifetime record in advertising testifies 
to my keenness, control, fine curves, ef- 
fective change of pace, intimate know- 
ledge of what to do and how. Especially 
effective delivery in program planning, 
creative, copy, merchandising, dealer 
service, direct-by-mail. Have been in 
the independent league after 25 years, 
chief-of-staff service with a pennant 
winning organization. Desire to return 
to regular promotional pitching for a 
manufacturer (general merchandise, sold 
through retailers or by mail; men and 
women’s footwear and clothing; foods; 


appliances)—or for an agency that needs 


“ another ace pitcher. Minimum to start, 
5 | $7,000 


Box 3103, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NO “WET-NURSE” NEEDED 
Young self-starter, talecumed in Chicago 
agency, has eyes open for opportunity. 
yrs neal prod., contact 
ieesinteanl College grad 
Box 3104, ‘ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


JUNIOR ACCOUNT-COPY MAN 
OFFERS UNUSUAL RECORD 
Outstanding record of all around exper- 
‘ence handling accounts in farm, food, 
home service fields. Present position re- 
quires “doubling in brass” writing copy, 
creating plans, knowing art, prod., mer- 
chandising, medid—the whole works! 
Equipped to assume top-notch duties for 
agency or advertiser. Location unimpor- 
tant, future is! College, Top References. 

Salary, $4800. 
Box 3105, ADVERTISING AGE 
200 E. Illinois St., Chicago 1l, Tl. 


Salesman: Complete Toiletry Line for 
children, 4-12 age group. Well known 
brand, all territories open. Exceptional 
opportunity. 

Box 3099, ADVERTISING —-. 

11 E. 47th St., New York 17, N. Y. 


REPRESENTATIVES WANTED _ 
Open for Publishers Adv’ rep, Com. 
basis. N. E. N. Y., Pa, Detroit, Chicago, 
Cal. areas. Home Comforts Wholesaler, 
60 E. 42nd St, New York City. 


Advertising Writer 

The man we want must have imagination 
backed with judgement and ability to 
create good advertising. He will work 
with others on our Copy Staff and devote 
all of his time to producing advertising 
copy. Salary $7,000. Location—outside 
Chicago. Manufacturers. Your letter will 
be ‘;eated confidentially. Address 

Box 3100, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 Ss. _ State St. Harrison 1- 2063 Chicago 


‘POSITIONS ~ WANTED 
AGENCY COPY MAN WILL RELOCATE 
. ex. (cons., trade, ind). Age 30. 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Advertising teacher wants to learn facts 
of life about agency business during sum- 
mer vacations. Salary unimportant. Used 
to starving. Write 
Box 3092, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

WHAT IS AS DIRECT 

AS A CLASSIFIED AD? 

—the fellow who has learned to write 
‘em! Can you use midwestern weekly’s 
classified manager ready 4 greater 
things? Single, young, new 

Box 3093, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Advertising Manager, Industrial 
Fifteen years experience in Industrial 
and Consumer Advertising. Knows layout 
and production. Can write selling copy. 
Presently employed by consumer adverti- 
sing agency; seeks return to the field 
he knows best—Industrial Advertising. 
Box 3095, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

ADV. ARTIST desires position 
with adv. agency. Any location. 
Can handle layout, art & prod. 
Chicago experience; education. 
29 yr. old married veteran. 
Box 3096, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Advertising Space. Industrial & technical 
publication background. Now covering 
New England, New York, Eastern Penn. 
Box 3098, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


AGENCY-CALIBER RETAIL AND 
PUBLISHERS’ WRITER 
will take on limited advertising-publi- 
city accounts, fee basis or monthly re- 
tainer. New York-Chicago experience. 
Box 3101, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


We Want a Hard-Hitting 
SPACE SALESMAN 


We're not looking for a space ‘‘representative."' 
We want a hard-hitting space SALESMAN. 
Chances are he's now doing a bang-up selling 
job on some other book, but can't see much fu- 
ture there 


For such a man, say around 30 or 35 we have 
a big-future job, offering better-than-average 
pay, working | a mid-west territory out | of Chicago 
for a t h trade p g house. 


This isn't an easy job, but for the right man it's 
his big opportunity. Write fully giving business 
history, present income. Our men know of 
this ad. 
Box 7603, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


— | Beautiful 


PUBLISHER’S REPRESENTATIVE 
EASTERN STATES 
50 year old monthly medical publication 
—circulation over 11,000 paid, seeks ex- 
perienced, productive representation in 
this field. Send all details in letter to 
x 3094, ADVERTISING AGE 
___ 200 E. Illinois St., Chicago i, Til. 


- MISCELLANEOUS © 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 


ROTARY PRESS PRINTING 
newspaper and colored cir- 
cular printing. 32 page GOSS, complete 
mailing service, open press time. South- 
west Magazine Company, 715 Jones St., 
Fort Worth, Texas. 


Ornamental Advertising Ash Trays. Your 
name and address on them. Six samples 
sent postpaid $1.00. Absecon China Decor- 
ators—233 New Jersey Ave., Absecon, N. J. 


SUBLEASE | 
836 sq. ft. 26th floor 
Pure Oil Bldg., Chicago 
Call Fi-6-2134. 


If “Luckman” can get the gate from 
“Lever Bros” I do not feel so bad 
going after a job at forty-five— 


After eight years of plenty my loss 
of business during 1949 was 4% 
from our peak war-year. The prod- 
uct is a luxury in the beverage 
business. For personal reasons I 
am going to make a change. 


My experience in the wholesale 
and retail field in merchandising, 
sales promotion and advertising 
should qualify me as an executive 
for an advertising agency, pub- 
lisher or manufacturer. 


I have also been an advertising 
salesman for one of the large na- 
tional magazine publishers and 
was a member of the national ad- 
vertising staff of a Chicago news- 
paper and for five years the Mer- 
chandising Mgr. of this newspaper. 
I can create sales and advertising 
plans, set them up in chart form, 
and make presentations. Can work 
successfully with salesmen, sales 
managers or wholesalers. 


College education. Good appear- 
ance. Fine health. Excellent busi- 
ness, financial and social refer- 
ences. Salary optional. 


Box 7600, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Ill. 


10 yrs. success as mng. editor 


Advertising Age, April 24, 1956 


8% More Newsprint 
Used by Newspapers 


New YorkK—Consumption of 
newsprint by daily newspapers 


last month was up 8.2% over 
March, 1949, and 17.3% above 
March, 1948, according to the 


American Newspaper Publishers 
Association. 

Dailies reporting to ANPA listed 
March totals of 396,923 tons in 
1950, 366,887 in 1949 and 338,337 
in 1948. The figures represent 
roughly 77% of all newsprint con- 
sumption in the country, including 
that of dailies not reporting to 
ANPA. 

Total consumption for the quar- 
ter, ANPA estimates, was 6.6% 
higher than in the 1949 period and 
14.5% above 1948. 


s A slight production gain in the 
United States in the first three 
months was not enough to offset 
a 1.2% drop in Canadian tonnage, 
Canadian mills turned out 1,267,- 
893 tons in the 1950 quarter, 1,283,- 
329 in 1949. U. S. production for 
the period was 223,945 in 19&0 and 
222,569 last year. 


WLW Denies Intention of 
Giving Up NBC Affiliation 


James D. Shouse, chairman of 
the board of Crosley Corp., denied 
last Tuesday that Station WLW, 
Cincinnati, has any intention of 
giving up its affiliation with NBC. 
“TI can see how the rumor started,” 
he said, “when someone learned 
that I had requested our attorneys 
to determine our rights as a licen- 
see under network regulations to 
accept programs of other networks. 
In addition to the basic program 
structure of NBC, WLW carries 
some programs originating from 
Mutual. 

“No similar arrangement has 
been negotiated with any other 
network. So far, our study has been 
purely an intellectual exercise. We 
have no intention or desire to give 
up our affiliation with NBC.” 


Introduces New Gasoline 


White Fire Gasoline Stations, lo- 
cated in Chicago, Elkhart, Ind., 
Aurora, Ill., and Benton Harbor, 
Mich., plans to launch a campaign 
to introduce its new 90% high 
octane gasoline. Newspapers in the 
cities where the stations are lo- 
cated are being used, plus point of 
sale material and outdoor posters. 
The agency is Sander Rodkin Ad- 
vertising Agency, Chicago. 


Walsh Appoints Irwin 


Walsh Advertising Co., Toronto 
and Montreal, has appointed Roger 
Irwin full time representative in 
Ottawa. Temporary headquarters 
will be at the Lord Elgin Hotel. 
Mr. Irwin has held senior execu- 
Sn pee with the agency since 


e ——— 
REPRESENTATIVES: We design and 
produce permanent displays for 
advertiser distribution to their 
dealers. We invite correspond- 
ence from qualified men who call 
on national advertisers. 


HARVE FERRILL & COMPANY 
11 E. Walton Place 
Chicago 11, Ill. 


Good jobs today require a resumé 
1 00 JOB RESUMES $5 


typewriter facsimile 


100 PHOTOSTAMPS $5 
gummed & perforated 
ARTHUR SANDALE 

221 Ave. F. Brooklyn 18, N. Y. 


CO-AUTHOR WANTED 


A capable text writer with background of pres 
tical experience in sales t 
promotion, advertising and marketing wanted, on 
a split royalty basis, to revise, reorganize and 
rewrite portions of basic material of over 100, 

words for publishing as business text book. 
Advise qualifications in detail. Box 7602, Adver- 
tising Age, 200 E. Illinois St., Chicago 11, til. 
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PREPARE FOR MAY DAY—Winding up plans for establishment of a Long Beach of- 
fice of West-Marquis Inc. on May 1 are (seated left to right) Jack Horner, who will 
be manager; John R. West, agency president; and Oliver L. McFadden, who will be 
account executive and art director in the new branch. Standing are George Wolfe, 
W-M's director of radio and television, and Pat O'Rourke of the publicity and pub- 


lic relations staff. 


All-OutCampaign | 
Set for Acme Beer 


Los ANGELES—Acme Brewing 
Co. has begun its biggest beer ad 
campaign in all major markets of 
California, Arizona, New Mexico 
and Nevada, spearheaded by what 
is claimed to be the largest use 
of outdoor boards in the history of 
the West. 

The campaign will run for six 
months, during which there will 
be 200% showings in Los Angeles 
and San Francisco, an average of 
150% showings in California, and 
showings of 100% in all other areas 
covered. 

Central theme of the campaign 
is the asterisked phrase “do it.” 
For example, a board will carry 
a cartoon-type picture of a welder, 
the words “Welders do it” and the 
signature line, “*ask for Acme 
Beer.” The same treatment will be 
used with telephone girls, little 
old ladies, left fielders, etc. 


a There will be five new designs 
up each month. Four will feature | 
the “do it” theme, the fifth Acme’s 
current “6 to 4” slogan, which re- 
fers to taste preference over other 
beers. 

A radio spot campaign, using 
chain breaks mostly, will run for 
21 weeks on each of the four net- 
work stations in Los Angeles, San 
Francisco and San Diego. Twenty- 
one spots will be used each week. 

In Los Angeles, all TV stations 
will carry a 19-week schedule with 
a total of 22 spots weekly. Con- 
siderable use will be made of film 
to dramatize the “do it” theme, 
i.e, a left fielder makes a long 
run, hauls down a line drive, then 
dashes in for a glass of Acme when 
the game is over. 

Newspapers will be heavily used, 
first ads beginning about 60 days 
from now. Half pages, as many as 
possible in color, will be placed. 

Supporting point of sale mate- 
rial is the most comprehensive ever 
distributed by Acme. It includes 
buttons, bottle collars, tape, 
streamers, can toppers, and other 
material. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Deppe Joins Krupnick 

Gerald P. Deppe, formerly a 
copywriter with Stix, Baer & Ful- 
ler Co., has joined the account ser- 
vice department of Krupnick & As- 
sociates, St. Louis. The agency has 
taken over the entire third floor 
of the building at 520 N. Grand. 
The additional space will be oc- 
cupied by the production depart- 
ment and art department. 


Odhams Opens NY Office 


Odhams Press Ltd., London, 
England, has opened a New York 
office at 310 E. 44th St. for news 
coverage and the purchase of syn- 
dicated material for its chain of 
newspapers and magazines. Leon- 
ard Coulter, editor of Odhams’ 


News Review for the past 12 years, 
has been named North American 


editor and will make his headquar- 


ters in the new New York office. 
He also will act as correspondent 


for other Odhams publications. 


Philco Mailing Will 
Go to 7,000,000 
Appliance Prospects 


PHILADELPHIA—Philco Corp. will 
touch off an intensive promotion 
for its refrigerators and home 
freezers on May 15, sending a 
four-page tabloid mailing piece to 
more than 7,000,000 prospects 
throughout the country. 

The full-color mailing pieces 
will be mailed to pre-selected lists 
by the Reuben H. Donnelley Corp. 

Following the mailing, the com- 
pany will begin a heavy news- 
paper, radio and television cam- 
paign through its agency, Hutchins 
& Co. 

During the drive, Philco will 
repeat last summer’s offer to con- 
sumers of a free water chiller as 
an incentive to visit dealers for 
demonstrations. Retailers also give 
away a 52-piece set of dishes with 
the sale of a freezer or refrigera- 
tor. 


Specially prepared point of 
sale material, including window 
streamers, counter cards and pen- 
nants, will also be furnished to 
dealers. The Philco portion of the 
ABC network “Breakfast Club” 
and the Sunday night “Philco 
Playhouse” television show will be 
devoted to the same theme. 


Kelley Agency Names Lowen 


E. Gordon Lowen has been ap- 
pointed Winnipeg representative 
of Russell T. Kelley Ltd., adver- 
tising agency. He will make his 
a at 304 New Hargrave | 

g. 
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Appoints Doremus Agency 

Doremus & Co., Boston, has been 
appointed to handle the advertising 
of Sunlight Tomato Repacking Co., 
Boston. A series of one-minute 
television spots over regional TV 
stations will be used. 


WHAT PART OF A 
3,500,000 MARKET??? 


What part of this territic New Baby market 
do you effectively reach now? NBRC TEST 
PROVEN Birth kists can give you the bulk of 
these potential sales prospects; 

Write for your Free invitation to profits 
NATIONAL BIRTH RECORDS COMPANY 


Dept. A, 31 East 27th Street, N.Y. 16 


EL IMPARCIAL 


‘SAN JUAN 


PUERTO RICO 


Popular morning daily; covers Puerto Rico 


@ prosperous American dollar market. 


National Representative 


EDWIN SEYMOUR, INC. 


270 Park Avenue 


New York 17, N.Y. 


Blanket Coverage... both rural and urban! 


K7, 


4 


complete facts! 


For complete in- 
formation on this 
rich, responsive 
market, write: 
SoutH DAKOTA 
DaILiges, Box 
1278 Huron, S.D. 


Write for 


9 out of 10 South Dakotans 


both rural and urban 


Comprise Six Locally Managed and Locally 
Ss Edited Newspapers Serving the Six Primary 
y Markets of South Dakota. . Both Rural and Urban 


The SOUTH DAKOTA DAILIES offer you sales dominance of one of 
America’s most stable markets. The area’s progress and stability springs 
from a healthy combination of rural and urban activity. A TRUE picture 
of South Dakota’s “buy-ability” can be gotten from government bureau 
figures which indicate that South Dakotans are still buying more than 
80% more than the national average. South Dakotans still lead in per 
capita purchase of U.S. Series “E” Savings Bonds. 


An order to the SOUTH DAKOTA DAILIES will put you in selling 
command of this rich, responsive empire. Your order to the SOUTH 
DAKOTA DAILIES places the respected prestige of SIX dominant news- 
papers at your disposal. NO SINGLE METROPOLITAN DAILY and 
NO OTHER COMBINATIONS OF PUBLICATIONS—in fact, NO 
OTHER SINGLE ADVERTISING MEDIUM, can deliver this great 
SOUTH DAKOTA MARKET! Remember, it’s the SOUTH DAKOTA 
DAILIES that reach 9 out of 10 families in South Dakota . . . Both Rural 


and Urban. 
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CAB Elects Neill 


D. Malcolm Neill, manager of 
CFNB, Fredericton, N. B., has been 
elected president of the Canadian 
Association of Broadcasters. Wil- 
liam M. Guild, manager of CJOC, 
Lethbridge, Alta., has been re- 
elected chairman of the board of 
directors. 


Sales Managers Elect 


Richard H. DeMott, vice~pres- 
ident in charge of sales of SKF 
Industries Inc., has been elected 
president of the Sales Managers’ 
Association of Philadelphia. 


KOIL Appoints Swisher 
Arden Swisher, formerly in the 
regional office of WNAX, Sioux 
City, Ia., has been appointed sales 
manager of KOIL, Omaha. 


ADVERTISING FRANCHISES —$200 
Full or part time. Proved suc- 
cess. Profitable in large or small 
towns. 


Bex 7587, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TV Doesn't Hurt 
Eyes, Optometrists’ 
Long Study Shows 


PHILADELPHIA—Television con- 
fuses the eye but does not harm it 
permanently. In fact, a new tele- 
viewer can suffer no ill effects if 
he slowly “breaks his eyes into 
watching” the television screen. 

These facts are the results of a 
year-long research completed on 
April 17 by the Pennsylvania State 
College of Optometry, with more 


,|than 50 practicing optometrists 


and 40 senior students participat- 
ing. They worked under controlled 
conditions through the last 12- 
month period. 

Dr. John C. Neill, professor of 
ophthalmic mechanics and director 
of the researeh project, said view- 
ing television is merely teaching 
the eyes a few new tricks and it 
should be done gradually. 


s The research project also dis- 


covered that best viewing dis- 


tance is about eight times the 
height of the screen. Thus a view- 
er of a 7” screen should sit about 
4 from the set. Also, the room 
should be illuminated to cut down 


and the surroundings. This was 
pointed up by the discovery that 
viewers of daytime television suf- 


time viewers. 

The newer “black tubes” or a 
filter will also cut down night 
blindness as a result of teleview- 
ing at night, Dr. Neill said. 


WXYZ Names Riddell 


James G. Riddell has been ap- 
pointed president of WXYZ Inc., 
ABC subsidiary which operates 
WXYZ (AM, FM, TV), Detroit. 
He has been general manager of 
the station since ABC purchased 
it in 1946. 


Peavey Joins John Blair 

William B. Peavey, formerly 
with C. E, Hooper Co., Norwalk, 
Conn., has joined the San Fran- 
cisco office of John Blair & Co., 


* 


Publisher 


DURING THE 


MONTH OF MARCH 
THE LOS ANGELES DAILY NEWS 
CARRIED MORE LOCAL 
LINEAGE AND MORE TOTAL 
ADVERTISING THAN IN 
ANY MONTH IN ITS HISTORY 


LOS ANGELES 


Daily @ Hews 


Represented by Jann & Kelly, Inc. 


MANCHESTER BODDY 


radio station representative. 


/ 


ROBERT L. SMITH 
Assoc. Publisher 


the contrast of the bright screen | gateway 


fered less discomfort than night- | Spiegel 


J Total $ 273,557,697 $ 270,431,895 + 


Total ... $ 741,032,093 $ 726,648,587 + 
‘Two month period. *Eight months. *Not included in 


Advertising Age, April 24, 195) 


March Sales of Chain Stores 


— —March——— % Gain 3 Months. 
1949 or Loss 1949 “= 
Food Chains 
K Co. ...$ 64,325,318 $ 64,633,726 — 0.4$ 186,719,681 $ 190,414,562 — 20 
National Tea. 23,450,898 21,279,653 + 10.2 67,188,09 7.739 + 69 
he aad ®3,687,907 87,275,371 — 4.1 245,256 535 261034 — 68 

Group Total $ 171,464,123 $ 173,188,750 — 10 § 497,164,307 Snes - & 
Mail Order 
‘Sears, Roebuck 182,844,632 169,512,686 + 7.9 325,143,626 297,852,704 

ee 14,146,776 11,035,702 + 28.2 29,472,657 25,460,878 {#8 157 
‘Montgomery 

Ward ..... __ 85,638,713 89,178,906 — 4.0 149,443,750 157,495,347 — 5) 

Group Total $ 282,630,121 $ 269,727,294 + @8 §$ 504,060,033 § 480,808,929 + Gs 
Drug Chains 
Walgreen ....$ 13,380,152 $ 13,300,648 + 0.6 $ 38,594,087 $ 38,952,999 — Q9 

Total Group $ 13,380,152 $ 13,300,648 + 0.6 § 38,594,087 $ 38,952,999 — O95 
Variety and Miscellaneous 
‘Angerman Co.. 694,747 778,820 — 10.8 1,110,737 1,255,749 — 115 
Butler. Sree “fi 8,856,294 11,241,553 — 21.2 25,369,428 29,913,299 — 152 

onsoll e 
pnetail Stores.. 2,804,781 3,118,201 — 10.0 6,664,782 7,730,187 — 138 

lana 

Stores Corp 1,413,157 1,406,944 + 0.4 11,301,201 12,067,126 — 63 
Fishman, M. H y 589,213 + 19 ‘ 4 = 
Grant, W. T. 16,425,866 16,496,903 — 0.4 40,745,943 41,743,731 — 24 

rayson- 

Robinson 8,356,460 6,926,065 + 20.6 17,188,982 512,008 + 41 
‘Green, H. L.. 6,972,083 6,793,166 + 2.6 605, 575,712 + 0.2 
Kresge, S. S.. 20,809,795 20,419,396 + 19 54,449,587 55,505,026 — 19 
cnn, S. 8. 11,811,793 12,437,908 — 5.0 367,369 34,424,184 — 60 

ne br 

ah on 4,784,484 5,216,374 — 8.3 11,059,651 12,360,262 — 10.5 
Interstate Dept. 4,827,060 4,723,008 + 2.2 8,271, 8,338,352 — 08 
Kinney, G.R. Co. 2,575,000 2,298,000 + 12.0 5,792, 5,744,000 + 08 
‘Lerner ...... 9,222,402 9,225,672 15,343,769 16,157,717 — 50 
McCrory wie 7,373,705 7,319,506 + 0.7 19,354, 19,501,936 — 0.7 
‘Mc jan 
sieres Pe 3,627,499 3,601,044 + 0.7 6,802,268 6,866,685 — 0.9 

elvi joe 
yl tie 6,719,211 6,209,603 + 8.2 14,194,030 14,056,329 + 10 

ercanti 

Stor , 9,046,700 8,895,900 + 17 15,983,100 15,986,200 ~ 
'Miller-Wohi 

peer 2,598,682 2,744,644 — 5.3 20,206,728 22,812,216 — 114 
Murphy, G. C. 10,273,964 9,766,276 + 5.2 27,267,320 27,085,850 + o7 
Neisner Bros. . 4,109,115 4,255,540 — 3.4 10,587, 10,953, 33 
Newberry, J. J. 9,219,892 9,645,912 — 4.4 25,045,396 25, $94, 676 — 22 
Penney, J. C... 62,314,892 61,840,629 + 0.8 159,507, 159,472,493 — 
Roses 5-10-25. 1,163,946 1,090,135 + 68 3,280, 3.034°582 + 8&1 
*Sterchi Bree. 957,320 786,584 + 21.7 _ _ _ 
Western Auto . 10,703, 8,759,000 4+ 22.2 27,281,000 22,594,000 + 20.7 

loolworth, * 

te 46,252,685 44,622,483 + 3.6 125,463,079  —:123,834,943 + 13 

“12 $ 698,769,366 $ 707,646,413 — 13 


2.0 $1,738,587,793 $ 1,741,705,174 — 02 
totals. 


Claude Neon Adds 
Subsidiary; Graybar 
Will Distribute 

New YorkK—Graybar Electric Co. 
and Claude Negn Inc. have an- 
nounced plans to snare a substan- 
tial part of the television equip- 
ment market with the latter’s ac- 
quisition of the Standard Elec- 
tronics Corp. 

The new Claude Neon subsidiary 
has taken over Western Electric 
Co.’s inventories of AM and FM 
broadcasting equipment and puts 
the company ina position to fur- 
nish this equipment along with a 
line of television broadcast trans- 
mitting equipment. It will service 
all Western Electric “roadcasting 
equipment now in use. 


Graybar Electric, which former. 
ly distributed nationally for West- 
ern Electric, selected the Claude 
Neon subsidiary to supply it with 
broadcasting and television equip- 
ment when Western Electric with- 
drew from the field. Graybar dis- 
tributes electronic products through 
102 sales branches and specializes 
in broadcast transmitting equip- 
ment. 


Ford Promotes Coffey 


Robert A. Coffey, managing edi- 
tor of the “Rouge News,” employe 
publication at the Rouge plant of 
Ford Motor Co., has been made 
supervisor of employe information. 
He will have supervision over the 
Ford employe information ser- 
vices, including the 22 Ford plant 
newspapers. Charles Mulcahy suc- 
ceeds Mr. Coffey as managing edi- 
tor of “Rouge News.” 


for you. The 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


your thumbs and first two fingers work 


Notice the Wauiectel way 


y're perfect helpers. Faithorn 3-in-] 


service works like that in the production of your advertis- 
ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-] service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 
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Mitchell Tells 
Independenis to 
Try Hard Selling 


Unaffiliated Stations 
Hear Weil of WOV 
Defend Mail Order 


Cuicaco—“Salesmen will sell 
radio time when you station opera- 
tors teach them to think and push 
them out on the street and make 
them sell,” Maurice Mitchell, di- 
rector, Broadcast Advertising Bu- 
reau, told the unaffiliated stations 


Broadcasters 


meeting at the annual convention 
of the National Association of 
Broadcasters last week. 

The program for the unaffiliated 
stations session was devoted to re- 
search, development of program 
resources and sports programming. 

Mr. Mitchell opened his hard- 
hitting pitch on selling with the 
observation that he didn’t recog- 
nize the independents as the same 
group that demanded action on 
Army recruiting advertising in 
last year’s rough and tumble ses- 
sion. 


a The NAB, he continued, has 
worked hard during the year to 
change the government’s policy on 
radio advertising. He said that the 
money used to prepare “public ser- 
vice” recruiting material for radio 
no longer is included in the total 
budget allotted for radio advertis- 
ing—and that radio now is getting 
its share of the armed forces ad- 
vertising recruiting dollar. 

But he expressed surprise that 
the independent—or unaffiliated 
broadcasters, as the NAB prefers 
to call them—should devote so 
much attention to public relations 
programs prepared by foreign gov- 
ernments when those same govern- 
ments use large-space newspaper 
advertising to tell the same “come 
to Europe” story. 

“Nobody is going to stand up and 
scream for this medium if we don’t 
do it ourselves,” he observed. 


# As for programming, Mr. Mit- 
chell declared that the business 
of developing and selling radio 
shows now is in the lap of the sales 
department, where it belongs. “I 
consider programs a space between 
commercials,” he added. 

In order to meet the competitive 
selling conditions which exist to- 
day, he suggested that station op- 
erators start with their list of spot 
advertisers. “When an advertiser 
buys a spot,” he said, “the station 
hasn’t sold the spot, it has merely 
taken an order.” The creative sell- 
ing comes in when the sales de- 
partment begins to sell up from a 
spot to a program. 

He offered, in capsule form, a 
Suggestion as to how a station 
could go about selling a program. 


a First, Mr. Mitchell said, “De- 
sign a sales pitch for the individual 
prospect.” 

Second, “Cut a record, using 
your best-known local announcer, 
and show the prospect why the 
show is a good buy, how it would 
assist the prospect in moving mer- 
chandise, and why it is ‘right’ for 
him to buy it.” 

This technique, he said, show- 
Cases station personnel and pro- 
duction know-how, and it gets the 
Prospect to think and talk about 
Tadio advertising. “But it is only 
One of 1,000 different possible ap- 
proaches.” 

About 200 broadcasters attended 
the all-day meeting. 

Ralph Weil, vice-president and 
general manager of Station WOV, 
New York, spoke on the subject 


i 


of mail order advertising. “I like 
mail order broadcasting,” he said, 
“because it brings in revenue. 
“Who doesn’t like mail order 
business?” he asked, rhetorically. 
“In New York, at least, the Better 
Business Bureau doesn’t like it.” 
The reason that the BBB is op- 
posed to mail order radio selling, 
he observed, is because the bureau 
is controlled by the department 
stores and larger retailers “and 
they don’t want radio taking their 
business from them.” 


ws He said that he is opposed to 
per-inquiry deals primarily be- 
cause he doesn’t like two prices 
and the idea of going into partner- 
ship with unknown companies. 
But Mr. Weil said he believes 
mail order selling is established. 
WOV welcomes it, he said, under 
the following conditions: Time 
purchases on a rate card basis; 
no spots, no five-mir.ute programs; 
a minimum of three ten-minute 
shows three times a week for at 
least two weeks; samples must be 
supplied by the advertiser, and a 


money-back guarantee is manda- 
tory. 

“As a result of our study of the 
problem, we have found that mail 
order selling on television is hot 
for two weeks and then goes dead, 
but AM radio continues to pull in- 
definitely—and we think that you 
will get the same story if you ask 
several advertising agencies who 
have had experience with this type 
of commercial,” Mr. Weil said. 


ws Other speakers on the program 
included Edgar Kobak, business 
consultant, and Sydney Roslow, 
president of Pulse Inc. (AA, April 
17); Arnold Hartley, WOV vice- 
president; Carl Haverlin, president 
of Broadcast Music Inc.; Edward 
Gruskin, chief radio officer of 
ECA; Pierre Crenesse, director of 
the French Broadcasting System’s 
North American Service. 

Also, Sellman C. Schulz, vice- 
president of Decca Records; 
Charles Grean, assistant recording 
director of RCA Victor, and John 
Sinn of the Frederick W. Ziv Co. 


and World Broadcasting System. 


Participants in a clinic on sports 
programming included Patt Mac- 
Donald of Station WHHM, Mem- 
phis; Leonard Marks, partner in 
Cohn & Marks, attorneys-at-law, 
and Ben Strouse, vice-president of 
Station WWDC, Washington. 


ws The new ruling covering broad- 
casts of major league baseball 
clubs was explained. The ruling 
was made to forestall investigation 
by the Department of Justice. 
Briefly, according to Mr. Marks, 
the rule says that a local station 
can broadcast any major league 
game played in a field more than 
50 miles from the transmitter on 
days when the local baseball club 
is not playing, if it has the consent 
of the major league club. On days 
when the local minor league club 
is playing at home, the station 
needs the consent both of the ma- 
jor league club and the local club. 
Both members of the panel and 
broadcasters at the meeting agreed 
that sports programming is a 
“natural” for the small, indepen- 
dent station. As Mr. Strouse put 
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it, “Selling sports to advertisers is 
merely a question of getting the 
sports events people want and 
building programs around them.” 

According to Albert Puhan of 
the Voice of America, the assist- 
ance in combatting the effects of 
the “cold wars,” being given the 
U.S. government and the European 
countries by American broadcast- 
ers, is forcing Russia to spend an 
estimated $200,000,000 in its efforts 
to stop the Voice of America. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING — is building 
iant volume quickly for many manu- 
acturers. It may be your answer to 
dwindling volume, vanishing profits, 
coating, and cut-throat competi- 
tion. rect 


ww fully explained 
in fascinating boo 


et—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-11, 28 E. Jackson BI., Chicago4, Ill. 


centuries old. 


Proof of the 
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N OWHERE is good living in the home more 
appreciated than in the South, where the tra- 
dition of spacious and beautiful homes is two 


, SOUTHERN 


- EXPOSURE. 


That's why 20% of the new 


Holland’s editorial contents is devoted each 
month to homebuilding and decoration. 


vital interest of Southern read- 


ers in Holland’s homemaking features is shown 
by the thousands of sales of Holland’s House 
Plan Booklets and Blueprint Sets... Since this 
service was started 


126,820 Orders for House Plan Book- 


lets have been filled at 50c 
each... and 


9,204 Blueprint Sets have been sold 


at $15 and $25 each. 


Your advertising dollar works harder for 
you, goes farther for you in Holland’s because 
Holland’s takes your advertising message di- 
rectly to the heart of the big, rich Southern 
market ...to the 500,000 Holland’s subscribers 
who Jive in the South, buy in the South, build 
in the South! 


DALLAS, TEXA s 


Broad St., Nashville 1. 


Ave., Seattle. 


AND THE NEW HOLLAND’S IS 
WINNING NEW FRIENDS. . 


by the thousands with its smart new 
cover, easier-to-read type, brand new 
size and format, finer, better paper stock 
and color reproduction...the same 
kind of above average readers and 
buyers that have always read Holland’s 
from cover to cover...and made it... 
the South’s only home magazine! 


From cover to cover...Holland’s is 
devoted to the South.. 
devoted to Holland’s! 


.and the South is 


BRANCH OFFICES: 122 East 42nd St., New York 17 © 333 North 
Michigan Ave., Chicago 1 ¢ 408 Forsyth Bidg., Atlanta 3 ¢ 1523 


WEST COAST REPRESENTATIVES: Simpson-Reilly, Ltd., Russ Bidg., San 
Francisco 4 © Halliburton Bidg., Los Angeles 14 © 618 Second 
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WGN-TV to Air Sox Games 


WGN-TV, Chicago, has been 
granted exclusive rights to tele- 
vise all Chicago White Sox day- 
time home games. for the third 
consecutive year. This’. season, 
however, no nighttime games will 
be telecast. The Sox schedulet .will 
be sponsored by the Peter Fox 
Brewing Co. for Fox DeLuxe 
beer. The station also will 
cover the Chicago Cubs home 
schedule (AA, Jan. 16), with Peter 
Hand Brewery and Fohrman Mo- 
tors sharing sponsorship. 


Margesson to Erwin, Wasey 
Edward H. Margesson has been 
appointed art director and pro- 
duction manager in the Toronto 
office of Erwin, Wasey of Canada. 


Report Reveals 
How 38 Companies 
Forecast Sales 


Controllers Study Gives 
Details of Forecasting 
Methods of Business 


New YorK—Forecasting is the 
starting point of intelligent busi- 
ness planning, and is essential to 
successful budgeting and control 
of expenses, costs and profits, 
according to a study just completed 
by the Controllership Foundation, 
research unit of the Controllers 
Institute of America. 

The report includes detailed case 
histories on the business forecast- 
ing methods of 38 small single-unit 
companies, complex single oper- 
ating unit corporations and multi- 
unit corporations in a variety of 
fields. The report was prepared 
by Frank D. Newbury, former di- 
rector, vice-president and econo- 


tions undertake some form of ex- 
ternal forecasting. Industry fore- 
casts of the total competitive mar- 
ket potential, represented by total 
sales in an entire industry, are 
prepared annually by 23 compan- 
ies. Long-term capital expendi- 
tures are forecast by 30 of the 
companies studied. 


@ Business research staffs or- 
ganized within the companies 
studied usually report to the top 
general officer or to the chief fi- 
nancial officer. Nine companies 
maintain research staffs. whose 
major function is to advise the 
officers and directors concerning 
general business conditions. Four- 
teen companies have _ research 
staffs whose major responsibility 
is the study of their own industry 
sales potential. In 18 companies 
the research staff takes a major 
part in the preparation of the in- 
ternal sales forecast. In five com- 
panies the research staff has an 
important interest in price trends. 

Of the 26 companies with re- 
search staffs of their own, 15 do 
independent analytical work based 
on statistics or economic relation- 
ships. Five of the 15 depend, to 
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Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ApverTISING AcE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 
clearly stated. 

4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ApverTIsING AGE, 200 E. Illinois St., Chicago 
11, with any necessary exy" ‘ory notes. 


& w 
SOnarizeo S* 


mist of Westinghouse Electric Co. 
In 37 cases, several kinds of in- 

ternal forecasting are organized 

activities, and 29 of the corpora- 


some extent, on analysis of busi- 
ness cycles, but in only ane com- 
pany is the analysis and projection 
of business cycle patterns given 


La DOES 


Florida orange trees will grow a juicy 
$125,000,000 this season according to 
the Wall Street Journal. That figure 
is nearly 40 percent more than Florida 
growers received for last year’s crop, 
and three times the income from the 
1947-1948 season. 

And most of these millions will be 
spent right in Florida! 

These orange dollars give Florida 
bonus buying power — supplement its 
constantly mounting income from other 
agricultural production, from increased 
business and industrial payrolls, perma- 
nent population growth and tourist rev- 
enue — income factors that are making 
Florida one of America’s fastest-grow- 
ing, year ‘round markets. 

The best, lowest-cost way to make 
sales and step up turnover in Florida is 
through the pages of Florida’s three big 
morning dailies. They give you more 
readers per dollar and more dollars per 
reader where 78 percent of Florida’s 
effective buying income is concentrated 
— in Florida’s three major markets and 
their rich trade areas. 


youTuink MONEY GROWS ON TREES? 


FLORIDA TIMES-UNION 


MIAMI 
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TO SELL IT TO AMERICA — TEST IT IN FLORIDA! 
Florida’s permanent population is a true cross-section of the United 
States. If you want to sell it to America, you can test it best in 
Florida — and at lowest cost. 


Jacksonville - National Representatives» Reynolds-Fitzgerald, Inc., 
National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


a major place in ecasts. The 
other 11 companies little or no 
independent analysis. >f statistics 
and base their conclusions mainly 
on judgment applied to published 
business data and opinions. 


a Of the 16 companies that em- 
ploy an outside consulting service, 
11 receive the benefit of confer- 
ences of company executives with 
representatives of the outside ser- 
vice. The other five companies 
receive only the regular printed 
reports of the service. 

One of the significant results of 
the survey is an indication of the 
wide use of outside consulting re- 
search organizations. Small com- 
panies use a consulting service to 
obtain background information 
concerning general business and 
specific industry and market pros- 
pects at less cost than equal in- 
formation could be obtained by 
their own limited staffs; larger 
concerns employ outside consult- 
ants to reinforce the judgment of 
their own officers and research 
staffs. 

The sales forecast is the most 
widely used business forecast. It 
is the foundation of the planning 
and control activities of most com- 


panies, the report says An annual 
sales forecast is ma” wy all com- 
panies included the survey, 
except one, Swift « Co. In tha. 
case, the report says, both volume 
of production and selling prices 
are largely outside the control of 
the packing company managemeni. 


Pabst-ett Launches 
Special Premium Campaign 


Phenix Pabst-ett Co., Chicago, 
this month will launch a special 
premium promotion in Sunday 
newspaper supplements and mag- 
azines. The campaign will run 
through August. The premium is a 
set of clothes storage bags, one for 
dresses or suits and one for hats. 
The set of two bags will be of- 
fered for 50¢ and one label from 
a Pabst-ett package. 

The campaign starts with a 
four-color ad in The American 
Weekly on April 23. This will be 
followed in May with ads in 
Parade and This Week Magazine, 
plus other Sunday papers in seven 
major markets. The magazine 
schedule includes ads in Family 
Circle, and Ladies’ Home Journal 
in May and thraugh July; in Bet- 
ter Homes & Gardens, Western 
Family and Woman’s Day in June, 
and McCall’s in July. Needham, 
Louis & Brorby, Chicago, is the 
agency. 


@ 12 perforated sections. 

@ One video panel (4’x3’’) and one 
audio panel trey in de 4 
section. 

@ White panels on a 70% gray 


now! make neater, more 
in 4) °% 


ARTHUR BROWN & BRO. 
2 West 4éth Street 
New York 19, N. Y. 


orderly TV “storyboards” 


less time! 


every art department needs the 


TOMKINS TELAPAD* 


Here's a pad for visualizing television shows 


and commercials designed out of sheer ne- 
cessity under actual working conditions by 
@ prominent art director. Faced with the 
problem of turning out TV presentations 
under pressure he came up with this 
new visual pad idea that makes life 
easier for TV layout men. The Tomkins 
\ Telapad eliminates all tedious ruling 
and measuring—gives you a ready- 
made presentation format that will 
spur on your creative thinking. If 
you have television accounts — 
you'll welcome the time and 
temper saving Tomkins Telapad 
in your art deportment. 


“RES. US. PAT. OFF. 
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| 
| 
background. | Please send me... Tomkins Telapads 
®@ High grade eho, white visualiz- | @ $3 each ($30 per doz.) | 
ers paper with a fine tooth. N | 
@ Just the right amount of transpar- | ois: meme: | 
ency. | Address... a eden | 
* Sigs WOT patent ewe pe) cy tins te } 
© $3.00 per pad—$30.00 per doz. 1 C0 Check enclosed [) | have account j 
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47 Honored for 
Work by Gotham 
Art Directors 


New YorK—“When an advertis- 
er has a message for a mass audi- 
ence and can express it either by 
copy or an illustration, I say draw 
it, don’t write it,” John P, Cun- 
ningham, partner of Cunningham & 
Walsh, told art directors attending 
the 29th annual awards luncheon 
of the New York Art Directors 
Club at the Waldorf-Astoria Hotel 
April 18. 

As guest speaker before more 
than 500 art directors and award 
winners, Mr. Cunningham noted 
that the modern trend in the ex- 
pression of ideas is again swinging 
toward art. 

“Today we are realizing that 
ideas expressed by illustration will 
reach and penetrate the human 
mind more readily than ideas given 
by any other form of presentation,” 
Mr. Cunningham said. 


a The highest award of the Na- 
tional Art Directors Association 
was presented to Bradbury Thomp- 
son, art director of Mademoiselle, 
as “outstanding art director of the 
year.” The award, given for Mr. 
Thompson’s general contribution to 
art during the year, covered his 
free lance work in addition to his 
art supervision of Mademoiselle. 

Those receiving Art Directors 
Club medals, the highest awards 
given by the New York Art Di- 
rectors Club, their agency affilia- 
tion, and the advertiser include: 

Harlow Rockwell, Young & Rub- 
icam, for Life Savers Inc.; Paul 
Darrow, N. W. Ayer & Son, for 
De Beers Consolidated Mines; 
William Golden of Columbia 
Broadcasting System; William H. 
Buckley, J. Walter Thompson Co., 
for Ford Motor Co.; Robert Gage, 
Doyle-Dane-Bernbach, for Robbins 
Mills Inc.; and Walter Van Bellen, 
National Broadcasting Co. 

Also: Allen F. Hurlburt, National 
Broadcasting Co.; George Nelson, 
Alfred Auerbach Associates for 
Artifax Inc.; Bert Ray, Abbott 
Laboratories; Souren Ermoyan, 
Hearst Publications, for Town & 


Country; and Frank Eltonhead, 
Hearst Publications, for Cosmo- 
politan. 


# The club presented distinctive 
merit awards to 30 art directors in 
addition to the club medals. 

William Strasser, J. Walter 
Thompson Co., was the winner of 
the Kerwin H. Fulton Medal for 
posters. Mr. Strasser’s winning il- 
lustration was for the Ford Motor 
Co. 

A special award was made to 
Charles Gruen, art director of 
Neiman-Marcus, for an outstand- 
ing demonstration of design of 
complete unit in newspaper adver- 
tising. 


# A jury consisting of 415 mem- 
bers of the New York Art Direc- 


The MOST Effective 


ADVERTISING, 
MERCHANDISING, — 


and EDITORIAL 


INFLUENCE 


AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising 


Manager 


tors Club selected the award win- 
ners. The committee for the 29th 
Annual Exhibition was under the 
direction of Roy Tillotson, Union 
Carbide & Carbon Co. Franklin D. 
Baker, McCann-Erickson, served as 
assistant chairman. 

Among this year’s awards for the 
first time were three art directors 
selected for art in connection with 
television commercials. They were: 
Ray Mauer, Campbell-Ewald Co., 
for Chevrolet Motor Division, Gen- 
eral Motors Corp.; John Cook, J. 
Walter Thompson Co., for P. Bal- 
lantine & Son; and Richard Lundy, 
Geyer, Newell & Ganger, for Kel- 
vinator division, Nash-Kelvinator 
Corp. 


McGuire Appointed A. M. 


Nelson M. McGuire has been 
named advertising manager of the 
American Manganese Steel divi- 
sion of American Brake Shoe Co. 
He will make his headquarters in 
Chicago Heights, Ill. Mr. McGuire 
also will continue as advertising 
manager of the National Bearing 
division. 


Howe Appointed Ad Manager 


Vas L. Howe has been appointed 
advertising manager of Niles-Be- 
ment-Pond Co., West Hartford, 
Conn. He will be in charge of pub- 
lic relations, product literature and 
direct mail as well as publication 
advertising for all divisions of the 
company, including Pratt & Whit- 
ney machine tool and Chandler- 
Evans, West Hartford, and Potter 
& Johnston, Pawtucket, R. I., sub- 
sidiary. Fred J. Dunne, formerly 
with Thomas A. Edison Inc. of New 
Jersey, has been named to the 
newly created position of assistant 
advertising manager. 


Breinig to Franklin Agency 


Breinig Bros., Hoboken, N. J., 
has appointed Franklin, Bertin & 
Tragerman, New York, to handle 
advertising of paints and wood fin- 
ishes in newspapers, national mag- 
azines and business papers. The 
account formerly was placed di- 
rect. 


Jaques Rejoins Blatz 


Emmett S. Jaques, advertising 
manager of Master Lock Co., Mil- 


waukee, for the past eight years, 
has rejoined Blatz Brewing Co., 
Milwaukee, to be on the executive 
staff of the advertising department. 
He will work under the supervision 
of Val A. Schmitz, advertising di- 
rector. Mr. Jaques, until 1942, was 
assistant advertising manager of 
arene. 
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Women’s Adclub Plans Forum 

The Women’s Advertising Club 
of Minneapolis is sponsoring dur- 
ing April and May a special five- 
lecture forum on today’s woman. 
Topics include fashion, beauty, law, 
home decoration and entertaining. 
The forum dates are April 17 
and 24, May 1, 8 and 15. 


Of This 


paste 


Only The Cedar Rapids Gazette 
Delivers Adequate Coverage 


WWW WANhnl 


Both Daily 
and Sunday 


CIRCULATION OVER 55,000 Ls 
Home Delivered in 129 Eastern 
lowa Towns Day of Publication 


She Gedur Kupids Guzette 


CEDAR RAPIDS, IOWA 
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GOOD HOUSEKEEPING 


The American Dairy Associa- 
tion has announced that its 
1950 Award has been given to 
GOOD HOUSEKEEPING “For 
outstanding year-around edi- 
torial food content...” 


or outstanding 


editorial food content” 


Providing our 9,971,000 readers with stimulating and reliable 
articles on food (in 1949, more than 16 pages a month!) is a 
continuing and important part of GOOD HOUSEKEEPING’s 


editorial service. 


We shall continue to provide the most and the best editorial 
content to serve the women of America, to stimulate demand 
for your products. 


dae 


per copy 


IN MAY ISSUE 


us about it. 


The Homemaker’s Bureau of Standards. 


32-PAGE SANDWICH MANUAL 


Here’s an example of the kind of “award 
winning” editorial job we do on foods. It’s 
probably the most thorough treatment ever 
given to that great American pick-me-up, The 
Sandwich. With its 32 pages (eight in four- 
color), hundreds of sparkling new ideas, it 
will do a great selling job for bread, and for 
dozens of related items to eat and drink. Ask 


40D HOUSEKEEPING =! 


57th STREET at 8th AVENUE * NEW YORK 19, NEW YORK 
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FM Broadcasters Devote Attention 
to Special Service Developments 


Whether AM Duplication 
Hurts Discussed; Video 
Set Makers Criticized 


Cuicaco—FM broadcasters con- 
sidered the perennial question of 
how to make FM radio pay at a 
Monday morning session of the Na- 
tional Association of Broadcasters’ 
meeting here last week. 

Speakers on the panel discussed 
special services, such as Transit 
Radio, Storecasting and Functional 


Broadcasters 


Music, which will aid FM broad- 
casters in making ends meet. 

Delegates were not ready to bury 
the meeting, which was well at- 
tended, but the enthusiasm which 
marked the early days of FM has 
given way to a quiet determination 
to explore all possible avenues of 
revenue. 


s M. S. Novick, radio consultant 
to the International Ladies Gar- 
ment Workers Union and the 
United Automobile Workers 
(CIO), received enthusiastic ap- 
plause when he charged that “peo- 
ple are being rooked at the present 
time because the larger TV set 


MICHIGAN AVE. NEW YORK OFFICE: 
OLILLINOIS 224 EAST 38TH ST. 
PHONE S12-7487 MURRAY HILL 7-6477 


manufacturers utilize the advan- 
tages of FM sound, but confine 
it to television.” 

He said that FM tuners should 
be put on video sets as standard 
equipment—“it only costs $2.26 to 
put an FM radio in a television 
set, but only the higher price sets 
now carry them.” 

Ben Strouse, vice-president and 
general manager of WWDC, Wash- 
ington, moved thaf the NAB pass 
a strongly worded resolution to 
the effect that all video manufac- 
turers be requested to add FM 
tuners to TV receivers. The motion 
was carried. 


s Howard Lane of Station WJJD, 
Chicago, and director of broadcast- 
ing, Field Enterprises Inc., ex- 
plained how broadcasting of back- 
ground music—Functional Music— 
“is not only practical and economi- 
cally feasible, but probably will, 
as time goes on, provide substan- 
tial revenue for an FM station.” 

“We are convinced,” he said, 
“that a mass market exists for a 
paid subscriber music service. No 
one could ever prove this before 
because wired music services were 
forced to cater to a luxury class of 
accounts by virtue of their high 
wire costs and heavy studio ex- 
penses.” 

Mr. Lane declared that broad- 
casting of background music to 
restaurants, stores and factories 
can put an FM station on a break- 
even basis if the station is located 
in a market sufficiently large and 
if the knowledge accumulated to 
date is utilized. 


s C. L. Thomas, president of Tran- 
sit Radio Inc., traced the develop- 


ment of FM radio broadcasting to 
public transportation vehicles. A 
year ago, he said, there were five 
cities in which vehicles carried 
Transit Radio receivers. Currently, 
there are 23 cities under contract. 
“Be assured,” he added, “that 
Transit Radio is here to stay and, 
in time, will be recognized as the 
sixth established medium.” 

Stanley Joseloff, president, Store- 
cast Corp. of America, New York, 
took a swing at “influential” people 
who “are saying that radio can 
no longer do the job it used to do 
for advertisers because it’s losing 
audiences fast. 

“They say that radio ought to 
start cutting its rates—and pre- 
sumably keep on cutting because 
there is just no other solution.” 


s “I wish I could stand up here 
and say I know all the answers” he 
continued. “I don’t. But I think I 
know a partial answer at least— 
and I know it from my own ex- 
perience. I am convinced that radio 
can, through the instrumentality 
of FM, find great, new ready-made, 
responsive audiences. What’s more, 
I think radio, through FM, can de- 
liver important new services to the 
public and its advertisers with 
greater impact in many respects 
than ever before.” 

He sketched the growth of Store- 
casting in Chicago, Pittsburgh and 
Meriden, Conn., and said that some 
200 national and regional food ad- 
vertisers now are sponsoring the 
market place music programs aired 
by cooperating FM stations. The 
renewal history of these sponsors, 
he said, “averages better than 
10%.” 

Rather than cut rates, he sug- 
gested that AM stations with FM 
affiliates might tell their food 
sponsors: “Don’t tell us we’re los- 
ing audiences and we ought to cut 
our rates. As a matter of fact, 
we've got much bigger audiences 


Here’s what a really thriving business looks like! 


This is a floor in the New York City ware- 
house of Bruno-New York, Inc., world’s larg- 
est independent appliance distributor, doing 
over $40,000,000 gross business a year. It was 
reserved for RCA Victor television receivers. 
But Bruno kept selling out so fast, the receiv- 


ers never got stored. 


Bruno, which also handles the Bendix home 
laundry line and International Harvester re- 
frigerators and home freezers, has a formula 
born of experience that keeps sales humming 


paper. 


for its 750 dealers throughout New York. That 
formula is advertising, regularly and often, in 
The New York Times. Last year, for instance, 
Bruno placed twice as much advertising in 
The New York Times as in any other news- 


The Bruno story, a good one, is told in a 


booklet, ‘Picture of a thriving business.” A 
few stray copies are left. To get yours, write: 
Promotion Department, The New York Times, 
229 West 43 Street, New York 18, N. Y. 


FRAMED—This display, one of a group 
designed and produced for Pure Oil Co. 
service stations by Ketterlinus  Litho- 
graphic Mfg. Co., adds durability through 
the addition of a wooden frame which 
Pure Oil furnishes to dealers. 


and are actually in a better posi- 
tion to help you sell your goods 
than ever before.” 


a Matthew Bonebrake, general 
manager of Stations KOCY arid 
KOCY-FM, Oklahoma City, out- 
lined the potentialities of FM net- 
working, basing his remarks on the 
group of stations in Oklahoma 
which is supplied with programs 
originating in the KOCY studios. 

He said that the 18 stations 
carrying the programs may gross 
as much as $200,000 this year from 
advertisers who buy all or part 
of the “network.” He said that 
rates on regional networks con- 
nected by wire are high because 
of the line charges, but that use 
of an FM station in place of the 
telephone wires will permit com- 
petitive rates to advertisers. 

Edward Wheeler, president of 
Stations WEAW, Evanston, and 
WOKZ and WOKZ-FM, Alton, 
Tll., observed that adopting one 
of the special FM services (Transit 
Radio, Storecasting, etc.) by itself, 
probably will not be profitable for 
an FM station. He suggested that 
operators of stations in small mar- 
kets will find that it is “possible, 
praciical and can be profitable to 
operate several of the special ser- 
vices simultaneously.” 


s Merrill Lindsay, general man- 
ager of WSOY and WSOY-FM, 
Decatur, Ill., and Ray Livesay of 
Station WLBH and WLBH-FM, 
Mattoon, Ill., debated the problem: 
“Should FM affiliates of AM sta- 
tions duplicate the AM programs 
or not.” 

Mr. Lindsay, who described him- 
self as a “moderately happy dis- 
ciple of FM,” said that duplication 
or non-duplication alone cannot 
solve the problems faced by FM 
broadcasters. 

He said that when his FM station 
started, the two stations were pro- 
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grammed separately but that, after 
seven months, he got into duplica- 
tion because there were so many 
stations in the area. He admitted 
however, that he puts sports pro. 
grams on FM only in order to help 
force sales of FM sets, and that his 
summer baseball lineup on the Fy 
station is “very satisfactory.” 


e Mr. Livesay, arguing against 
duplication, said that “the fastest 
way to kill FM is to duplicate. Yoy 
can’t force a listener to listen to 
anything, and if he doesn’t want 
what you have on AM, you won't 
keep him by offering him the 
same thing on FM.” 

He described how his Mattoon 
stations have boosted FM set sales 
by carrying basketball games, and 
said that the first year’s gross 
should be $20,000 to $25,000 on FM, 
whereas the cost of adding FM to 
AM is about $1,000 additional 
monthly. 


wz “Selling Silence” was the title 
of a talk given by Edward Davis, 
executive vice-president of Sun- 
dial Broadcasting Corp., San Fran- 
cisco. Mr. Davis, whose company 
has developed Musicast, a _ back- 
ground music service, told of the 
success of the operation. 

“Three years ago,” he declared, 
“Sundial received permission to 
construct an FM station, KDFC, in 
San Francisco. The moment KDFC 
went on the air it began losing 
money, with no indication of ever 
becoming a profitable enterprise 
until Musicast was conceived and 
born.” 

Like other background music 
broadcasts, Musicast uses a high- 
pitched tone signal to tune out the 
commercial announcements in 
those establishments which sub- 
scribe to the service. 

Since September, he said, about 
100 business concerns have sub- 
scribed to Musicast and the back- 
log of orders now exceeds supply 
of equipment. The largest group 
of subscribers consists of down- 
town retail stores, with restaurants 
next in number. 


s Dr. Kenneth Baker, acting pres- 
ident of Broadcast Measurement 
Bureau, told the group that the 
BMB report will “provide some in- 
dication of FM listening.” 

He admitted that he is not “as 
optimistic about the validity of FM 
figures in BMB as AM,” but in 
spite of the small number of re- 
ports and unpredictable variations, 
he said that the BMB study will at 
least suggest the extent of FM 
coverage. 


Appoints Olian Agency 

Olian Advertising Co., Chicago, 
has been named to direct the ad- 
vertising of Elliott Paint & Varnish 
Co., Chicago. 


DAY and NIGHT 


ZINC. 


Agency Sewice 
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q Earnings of 
Advertisers 


e International Paper Co. reported 
for 1949 the second largest sales 
and third largest earnings in com- 
pany history. Total sales were 
$415,540,851 last year, against 
$458,802,749 in 1948. Net profit was 
$51,646,739 in 1949 and $60,489,266 
in 1948. 


e Eastern Air Lines reported its 
15th consecutive year in the black. 
Net income of $1,967,905, however, 
was down from the 1948 total of 
$2,346,871. The drop was attributed 
to rising costs and a decline in 
traffic in the latter half of the year 
because of accidents in the in- 
dustry. 


e Publicker Industries Inc. showed 
consolidated net sales last year of 
$110,584,175, compared with $160,- 
854,598 in 1948. Net profit was 
$1,199,910 in 1949, $12,930,421 in 
1948. While total alcoholic bever- 
age sales were lower in 1949, the 
report says, bottled liquor sales 
increased, mostly in the straight 
whisky lines. “The trend back to 
straight whiskies,” it states, “now 
has been definitely established, al- 
though the extent of such trend 
cannot now be measured.” 


e American Home Products Corp. 
reported gross sales of $160,302,862 
last year, compared with $152,- 
695,200 in 1948. Net income totaled 
$10,673,161, against $9,107,168 the 
previous year. Dividends went up 
from $1.45 to $1.70 a share. 


e Sylvania Electric Co. net sales in 
1949 totaled $102,539,866, highest 
since the war. This compares with 

1948 sales of $99,347,751. Net in- 
come was down, however, from 
$3,823,382, or $2.84 a share, in 1948 
to $3,052,840, equal to $1.82 a share, 
last year. Dividends totaling $1.40 
a share were paid both years. 


e General Portland Cement Co. 
reported net sales of $21,285,300 
and net profit of $5,239,900 last 
year, compared with 1948 sales of 
$19,491,000 and profit of $4,273,000. 


@ Safeway Stores Inc., despite a 
decline in sales last year, showed a 
substantially increased profit over 
1948. Net sales in 1949 were $1,- 
095,063,621, a drop of 7.1% from 
1948’s $1,178,802,000, for the U. S. 
company and consolidated subsid- 
laries. Average weekly sales per 
store for 2,169 stores in 1948 were 
$10,253; in 1949, for 2,066 stores, 
$10,193. Net income in 1949 
ney to bg a 44% 
se - over 
$9,978,231. e 1948 figure of 


e Lambert Co. reported consoli- 
dated sales of $21,128,670 last year, 
compared with $22,729,867 in 1948. 
il pein including transfers 

eserve in respect of pension 
costs, totaled $1,776,194, as yoo 
$1,478,566 the previous year. Earn- 
ings per common share equaled 
$2.28 in 1949, $1.90 in 1948. Divi- 
dends of $1.50 a share were de- 
clared both years. Listerine anti- 
Septic, the company’s chief income 
Source, “retained its predominant 
+ ge the field,” the report 

‘ vertisin i 

and adequate.” Paks ae 


@ General Foods Corp. and consol- 


idated subsidiaries reported 1949 
8ross sales at a new all-time high 
of $509,179,182. The net total was 
$474,637,193, compared with $463,- 
336,031 in 1948. Net earnings were 
$27,445,941 last year, compared 
With $24,555,752 in 1948. While 
television made great strides last 
year, says the report, “we contin- 
ued to spend most of our advertis- 
ing dollars in magazines, news- 
Papers and on the radio.” More 
money was spent in advertising 
last year than in 1948, it adds, be- 
Cause it “was necessary in order to 
Produce higher sales and better 
earnings.” 


@ Cities Service Co. reported new 
records were set in 1949 in revenue 


and gallonage of products sold, but 
net earnings declined from 1948 
levels. Consolidated net income 
last year was $55,057,822, equal to 
$14.87 a share on common stock, 
compared with $65,777,039, or 
$17.77 a share in 1948. The corpo- 
rate net, excluding subsidiaries, 
was $26,348,612, or $7.12 a share, 
in 1949 and $25,791,242, or $6.97 a 
share, in 1948. Consolidated gross 
income increased from $563,657,035 
in 1948 to $582,560,721. 


e@ Colgate-Palmolive-Peet Co.’s net 
income rose to $11,075,729 or $5.33 
a common share in 1949 from a 
1948 figure of $7,557,450 or $3.56 a 
share. Domestic sales totaled $203,- 
996,662 in 1949, compared with 
$203,347,209 the preceding year. 
World-wide sales were $290,959,- 
+4 in 1949 and $302,194,000 in 
1 te 


e Autocar Co. recorded a loss of 
$1,165,255 on 1949 sales of $22,- 
250,078, compared with a 1948 
profit of $389,661 on sales of 
$30,871,587 


e Rohn. & Haas Co. set a new high 
for total sales volume in 1949 with 
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$62,422,792, compared with $62,- 
419,158 in 1948. Net profits after 
taxes totaled $5,115,877, compared 
with $4,289,922 the previous year. 


e U. S. Printing & Lithographing 
Co. showed net income of $1,273,- 
209 for 1949, after all charges and 
taxes, compared with earnings of 
$1,956,433 in the previous year. 


e Baldwin Co. and its subsidiary, 
Baldwin Piano Co., reported net 
profit of $473,464 for 1949, after all 
charges and taxes, compared with 
$542,414 in the previous year. 


Linen Week to be May 15-20 


The Irish Linen Guild, New 
York, has designated May 15-20 
as National Irish Linen Week. The 
guild has mailed to department 
and specialty stores a brochure of- 
fering reprints of ads, newspaper 
and radio publicity, suggestions for 
tie-ins with related departments, 
and suggestions for window and 
floor displays. 


‘GP,’ Medical Monthly, Bows 


GP, a new monthly publication 
for the medical profession, made 


its bow last week. Published by the 
American Academy of General 
Practice in Kansas City, the April 
issue is a slick-paper 128-page 
book. A “newsletter” insert an- 
nounced that the editor, Dr. F. 
Kenneth Albrecht, had died just 
before publication time, as the re- 
sult of an auto accident. 


Appoints Chester DuClos 

St. Georges & Keyes, New York, 
has appointed Chester H. DuClos, 
formerly vice-president of Wiley, 
Frazee & Davenport, as a member 
of the copy and account service de- 
partment. 


Appoints Bernard Hahn 


Bernard J. Hahn, formerly re- 
search supervisor of Foote, Cone, 
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& Belding, has been named direc- 
tor of research of Casler, Hemp- 
stead & Hanford, Chicago agency. 


SOUNDS LIKE MAGIC WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cordboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes loyout preparation easier, 
foster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


TOYS 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 


CHICAGO 1, ILL. 


65,013 
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A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio 
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readership ! 


89.6% of the individuals who receive NEW EQUIPMENT DIGEST not 
only read it but have proved that they use it by sending sales inquiries 


to manufacturers. 


No vague theories are involved here. These are cold facts from the toughest 
test of readership an industrial publication can undergo—the actual pro- 
duction of sales leads from readers. 


These figures come from an exhaustive study of the complete circulation of 
N.E_D. in three states. 9971 individuals were asked whether, as a result of 
reading N.E.D., they had sent sales inquiries to manufacturers. The results 
speak for themselves — 89.6% gave positive proof of readership and 


buying action! 


The complete details of this study are in our new booklet, ““PROVED 
READERSHIP”. Write for your copy today. 


| AppeicATioN> 
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This department is a reader’s forum. Letters are welcome. 


Fixed Ratio Between Ad 
Budget and Income Is Useful 

To the Editor: I have read with 
interest your editorial in the March 
27 issue on the subject “Professor 
Neil Borden Comes to the Res- 
cue,” in which you refer to your 
editorial expressions against cru- 
sades for fixed ratios between ad- 
vertising expenditures and national 
income. Of course these ratios were 
never meant to be anything more 
than averages. 

I get around the western area 
a great deal and meet with many 
companies, particularly smaller 
ones, and the big question is: “How 
much should I spend?” They need 
some objective average. As far as 
the definition of the job that they 
have in mind, most of them look 
upon advertising as an expense 
and not an investment which good 


advertising is. 

While I have the highest regard 
for you and also for Mr. Borden, 
whom I knew back in Boston about 
the time he was starting out at 
Harvard, the average company, un- 
fortunate as it may be, does not 
“make certain” particular objec- 
tives it has in mind. Many of them, 
without accepted standards to go 
by, would spend far less than they 
do and most of them today are not 
spending nearly enough to do the 
job they ought to do. 

So, unfortunately, certain yard- 
sticks and averages are important 
as points of discussion before 
boards of directors or boards of 
management, often consisting of 
bankers, attorneys, and elderly 
women, who as you know are sup- 
posed to control about 80% of the 
wealth of our country. D’Arcy 
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IT’S EASY, 
WHEN YOU 
KNOW How! 
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F ar-sighted radio advertisers know that experienced stations with 
a flair for programming are the only ones that can really drive 
home a sales story. And that’s especially true here in Dixie. . . . 
At KWKH we've built up a terrific Southern Know-How during 
24 years of broadcasting to our own audience, in our own area. 
Shreveport Hoopers prove that we’re spectacularly successful in 
attracting and holding this audience: 

For Jan.-Feb. '50, KWKH got a 100.9% greater Share 

of Audience than the next station, weekday Mornings 


— 16.6% greater, weekday Afternoons — 76.2% 


greater, Evenings! 


KWKH commands a tremendous rural listenership throughout 
the booming oil, timber and agricultural regions of the Central 


South, as proved by BMB. 


Write to us or ask the Branham Company for all the facts! You'll 


be glad you did! 


KW KH 


SHREVEPORT 


‘9,000 Watts e CBS 
bees 
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Branham Company, Representatives 


Henry Clay, General Manager 


Brophy well pointed out before the 
Four A’s that only about 10% of 
our business leaders came up the 
business ladder through the aven- 
ues of distribution. Therefore, 
these people need some yardsticks. 

Therefore, I feel that Arno John- 
son, Fred Gamble and others, in 
their statements, have done a real 
job in lifting sights and that more 
and more of it is necessary because 
there are so many new businesses 
which have followed in the wake 
of the war and which need some 
guidance and some yardstick. The 
fact that expenditures today are 
higher than they were is no excuse 
for less advertising. More people 
are working today and salary and 
wage averages are higher. 

I am sure that this is going to 
continue to be a matter of opinion 
but I did want you to have mine. 

CuHas. W. COLLIER, 

Executive Vice-President, Ad- 

vertising Association of the 

West, San Francisco. 


Asks: Are Printed Media 
Approached on ‘Per Inquiry’? 

To the Editor: As editor of Ra- 
dio Writers Laboratory, publisher 
of radio commercials, scripts, and 
other services to radio stations, 
this writer has been following th® 
recent controversy on per-inquiry 
deals in your publication with 
considerable interest. 

Although we have never taken 
a stand on this issue, we do feel 
that our subscribing stations should 
know all the facts, pro and con, 
and we have tried to present them 
fairly. We have always understood 
that the main objection to per- 
inquiry deals is that radio stations 
alone are solicited, while the same 
items are offered to publications 
at regular space rates. 

The letter of H. Ely Goldsmith 
of the Empire Specialty Service, 
which appears in the March 20 is- 
sue of ADVERTISING AGE, implies 
that publications are also accept- 
ing per-inquiry deals and, although 
he doesn’t say it in so many words, 
he certainly creates the impression 
that his client, Master Addresser, 
has been running ads in Esquire 
on a per-inquiry basis. If this is 
true, then most radio stations have 
been laboring under a misappre- 
hension in thinking that only 
broadcasters are being approached 
in this manner. But if Esquire was 
paid regular space rates for this 
series of Master Addresser ads, 
we think it only fair that Mr. 
Goldsmith clarify this point. We 
would also be interested in learn- 
ing whether any daily newspapers 
are accepting, or even being asked 
to accept, per-inquiry deals on be- 
half of Mr. Goldsmith’s clients. 

Incidentally, I would like to 
take this opportunity to tell you 
how much I enjoy ADVERTISING 
AGE. I think your coverage of ra- 
dio and television news is excel- 
lent. 

HERBERT H. DAVIDSON, 

Editor, Radio Writers Labor- 

atory, Lancaster, Pa. 


Cleveland Club Has Winner 
in Public Relations Course 


To the Editor: We all give you 
a special bow in appreciation of 
the fine story and art on our new 
PR clas: in March 27 AA. 

This class is really teaching us 
something—that public relations 
is something to be understood by 
almost anybody, anywhere, in any 
kind of business. 

We have over 85 enrolled, from 
bankers and steel men to an un- 
dertaker and a gal who runs a 
medium size restaurant. They all 
come out of class hepped to the 
limit with smiles and enthusiasm 


and impatient for the next Tues- 
day evening to roll around. 

We get $50 for the 12 nights 
and the 25 speakers but nobody 
seems to be fazed. “Can I get in?” 
is the question. 

The sessions are two hours. Our 
moderator is a smart fellow—vice- 
president and public relations man 
for Lake Carriers Association, 
Gerald Wellman. He is the chap 
who carries the continuity of 
weaving one session into the next. 
We graduate ’em May 23. 

Horace TREHARNE, 

Executive Secretary, Cleve- 

land Advertising Club, Cleve- 

land. 


Takes Whack at Creative Man 
in Defense of Aunt Jenny 

To the Editor, attention The 
Creative Man: So you’re a man. 
I accept it. And creative. I doubt 
it—in the homemaking arts at any 
rate. And your yapping about Aunt 
Jenny proves it. Betty Crocker I 
know, and her recipes I have used. 
But who in heaven’s name is Mar- 
tha Deane? And Aunt Jenny hap- 
pens to be one of my oldest friends. 
So there, too! 

Didn’t you ever listen to “Aunt 
Jenny’s Real Life Stories”? I have 
been writing copy for seven years 
so I haven’t heard Aunt Jenny 
since 1943 (except maybe once or 
twice during a passing illness) but 
she used to be one of my favorite 
summer vacation programs. Dan 
Seymour was her announcer and 
she always called him “Danny” in 
a friendly, folksy kind of way. The 
program usually opened with Aunt 
Jenny’s being in the middle of bak- 
ing something wonderful (with 
Spry, of course) and Danny’s 
wanting to taste too soon. And 
then they chatted right on into the 
latest story of her neighbors—be- 
ginning with Aunt Jenny narrating 
and going into a full fledged 
drama. These little stories never 
lasted over a week and usually 
only two or three days. Yet, I 
think, interest was well sustained. 

And now that Dan Seymour em- 
cees a program of his own, I al- 
ways think of Aunt Jenny. (Her 
husband was a postman named 
Calvin.) 

And as for modern convenience 
being ignored by Aunt Jenny... 
you’re so wrong! She has never 
conveyed the impression that old- 
fashioned ways were the best— 
just that Spry was the best. 

I hope you do your wife the 
favor of staying out of her kitchen 
and, in the future, you might do 
yourself the favor of keeping opin- 
ions based on ignorance out of 
print. 

Do I sound too nasty? I hope 
not. I just don’t want you to think 
Aunt Jenny is unbelievable just 
because you don’t know her. You 
don’t know me either...am I un- 
believable? 

LucILLE M. FREEMAN, 

General Office Advertising, 

Haverty Furniture Co., At- 

lanta. 


Another Drubbing 

To the Editor: In the April 3 is- 
sue of ADVERTISING AGE the Crea- 
tive Man lights into Aunt Jenny 
and the Spry ad featuring her and 
leaves the poor lady not a leg to 
stand on. 

She is corny. (Granted!) She is 
inept. She is incredible. She is, 
in short, A MESS...a horrible ex- 
ample of tle erroneous idea that 
(I quote) “the American woman 
or man accepts grandma or great- 
aunt Tillie as the epitome of a 
good cook.” 

“BUNK!” snorts the Creative 
Man. Modern wives can outcook 
Grandma any day with their hands 
tied behind their backs—and they 
know it! 

Strange how this superstition 
about Grandma’s culinary skill 
persists. For example, the enclosed 
ad from a recent New Yorker 


shows a Madison Ave. restaurant 


Advertising Age, April 24, 1959 


actually priding itself on se 
Chicken Grandmother Style 
(Complete de luxe chicken dinner, 
$3.) 

Oh well, New Yorker readers 
(a corny crowd anyway) probably 
fall for such outmoded hokum 
But surely this New Yorker aq 
rates another diatribe from the 
eloquent pen of the Creative Man 
It is tragic that everyéne should 
be out of step but him! 

Incidentally, it irks him sadly 
that Aunt Jenny has no last name. 
He’s wrong—she has! Let him tune 


One of the reasons why we 
showed a 32% increase 
tional linage last 
cause of the careful, painstaking 
way we analyzed every category 
of national advertising and then 
took the time and trouble to 
write our good friends about 
what they are missing. 


A typical letter 
sent out last December 
“Dear Mr. Account Executive: 
“This letter should start you 
Soe a cup of (Your 
Brand iskey) but, according 
to ou encl kt pe <4 J 
our dispensary sold only 12 cases 
last year. It looks like we are 
still rationing down here. About 
1% drops per person per month. 
To spread (Your Brand Whiskey) 
among 37,000 people in Wicomico 
County, ene would need an 
atomizer with a very light touch 
or ‘scented blotters.’ I should 
stop right here and let you plead 
for more information on this 
liquid market, but I’m a gener- 
ous soul —here’s a thumb nail 
sketch why you should want The 
Salisbury Times on your list: 
“BING! One county dispensary 
for 37,000 population 
“BING! tol business in 194 
“BING! One daily ne 
town, ABC with practically 
a blanket coverage 
“BING! Liquor ads few and 
far between in The Times 
“BONG! It’s a natural if you're 


be to go for it 

“That’s all.” 

P.S. To You—Don’t be surprised 
if you get a letter from us about 
how some one of your accounts 
might get a lot more business if 
they used The Salisbury Times 
week in and week out. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 

@ STEUBENVILLE (OHIO) HERALD-STAR 

© SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 

@ MARION (OHIO) STAR 

© EAST LIVERPOOL (OHIO) REVIEW 

© PORTSMOUTH (OHIO) TIMES 

© SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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in to “Aunt Jenny’s Real Life Stor- 
jes” five mornings a week over 
the Columbia network. (See your 
Jocal paper for time and station.) 
He will find that Aunt Jenny’s 
last name is Wheeler...that she 
has a husband (Calvin, editor of 
a small town paper) ...a family... 
a background. This program has 
been on the air for Spry over 
12 years. Apparently women enjoy 
listening to Aunt Jenny’s stories 
and cooking tips, for you find 
“Aunt Jenny” listed month after 
month among the ten most popular 
daytime shows. 
C. ErHet CRAppOocK, 
New York. 


Hoyt Handles Taylor Ads 
for Old Smuggler Scotch 

To the Editor: In your issue of 
April 10 you announce the ap- 
pointment of an agency to handle 
the promotion of Old Smuggler 
Scotch whisky for Huntley-With- 
ington Ltd. This announcement is 
not entirely correct and may be 
confusing to your readers. Hunt- 
ley-Withington Ltd. is promoting 
Old Smuggler in this country only 
for sale to visitors or residents of 
England. 

Our client, W. A. Taylor & Co., 
is sole importer and distributor for 
Old Smuggler Scotch whisky in 
the United States and all W. A. 
Taylor & Co. advertising is handled 
by this agency. 

EvERETT W. Hoyt, 

President, Charles W. Hoyt Co. 

Inc., New York. 


Burch Letter to Get 
Further Circulation 

To the Editor: In the March 20, 
1950, issue of ADVERTISING AGE 
there was an excellent letter, 
“Critic Blows Off Steam” (Voice 
of the Advertiser, Page 64). 

Because this letter voices our 
sentiments completely, may we 
have your permission to reproduce 
this (with full credit to both you 
and Mr. Burch) in our house or- 
gan, “The 151 Line’? 

J..W. VirztHum, 
General Claim Agent, Preston 
Trucking Co., Baltimore. 


RCA Victor Promotion 
Shows Dollar Proffit 


To the Editor: Recently, you 
had an item commenting on James 
Toney as the head of RCA Victor’s 
advertising department. 

I am wondering if you were 
aware that in the same office 
building of the same firm in Cam- 
den, they had a Dollar (Mr. Der- 
mot) in the promotion department 
who has as his secretary a Proffit 
(Miss Jean). 


E.Luis LOVELEss, 
Assistant Business Manager, 
Norfolk Newspapers Inc., Nor- 
folk, Va. . 


Louisville Library Has Room 
for More Industrial Films 

To the Editor: Recently the 
Louisville Free Public Library, 
Fourth and York, Louisville, Ky., 
opened the first of the audiovisual 
departments for city libraries. 
Movies, slides, and filmstrips are 
loaned out on the regular library 
cards which are used for the books. 
No charges are made for the ma- 
terial but the usual report is re- 
quired as to the use of said mate- 
rial. Charges are made for damages 
to the films. Each film is inspected 
upon return. 

Recently on investigating their 
Stock I found that it consists 
largely of general material such as 
is shown in the movie houses. They 
do have a few: industrial films 
which are very hard to secure, 
due to advance bookings. 

This appeared to me to be a 
fine outlet for more industrial and 
commercial and agriculture films 
that is being overlooked by dis- 


eer~wro ADVERTISING 
Make A Quick Killing! 


big wages, high salaries and giant profits, Now get into advertiving—join tens of thousands 
for every conceivatle pe of  advertis! —| 

4 a oo a eee terial—Pricing Tickets. 
equests for the PRICING Advertising Dixplay Line. Put those 
ores and take orders. 
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Yours, thousands of dollars worth 
of free gift items, just by rolling in 
the wow and reaching oe. Pricing 
. over even 
cairo in, = hal ‘ay "week You me MAIL COUPON NOW 
hiest! We fll your pockets with extra | This enameled PRICING PRESS, Dept. PK 
glittering gold. as Som 103 Lafayette St. New York 13. H. Y. 
WRITE AT ONCE! you welcome. penpergecy 
£20 Saas to pemntne FRED Gales rire Please rush your complete Sales Kit as 
pie Jee a 2 Ly AS WOT me « Outlined FREE of ali covts to me. 
rush you the complete FREE SALES out the coun- 
KIT. You don’t risk 9 cent. AU you | try, Means EE gnapsuedOuevesd¥nensessnen 
de is rake in the profits, Mail the | moresndession | [UU UUU UU Three eres eeereceeerens 
NOW if you want to start | sales. 
the Resl money. BRB cecccccvccecccsectsocesoosccess 
PRICING PRESS i ree ey. | cite a tee oo ccccccssee State... 


PARADISE?—When Philip G. Back, Little Rock, Ark., agency head, spotted this ad, 
he wrote AA: “My, are we missing something?” It ran in Practical Knowledge, the 
Magazine for Men on the Upgrade, and John Shrager Inc. handles the account. 


library. 
The Louisville Library is one 
library which will give the adver- 


tributors and producers of such 
material. More technical films 
should be made available to the 


tiser shelf space for catalogs, com- 
pany periodicals, and financial 
statements. 
J. Howarp WatTTERs, 
Sales Promotion, J. M. Watters 
& Son, New Albany, Ind. 


Don Underwood Promoted 


Don Underwood, manager of the 
Washington office of Bozell & Ja- 
cobs, has been named a vice-pres- 
ident. He was at one time chief 
of the Indianapolis News bu- 
reau in the capital. Roy H. Wens- 
berg, recently named executive 
vice-president of the agency, has 
zon added to the board of direc- 
ors. 


Smith Names Wilson Agency 


Seymour Smith & Son, Oakville, 
Conn., manufacturer of garden 
tools, has appointed Wilson, Haight 
& Welch, Hartford, Conn., to han- 
dle its advertising. 


Leaves ‘Courier-Journal’ 

Martha Ellyn Slayback, who has 
been in- the advertising department 
of the Louisville Courier-Journal, 
has resigned. 


NEW JERSEY'S FOURTH 
LARGEST MARKET 


My caTs wou 


Bayonne families eat well—on the average, 
36% more is spent for FOOD in Bayonne 
than the national average. Get on the 
bandwagon — get your share of the *292 
food $$$ every person spends in this pre- 
mium market . . . and remember . . . Only 
THE BAYONNE TIMES with its concentrated 
circulation can sell Bayonne. 


Bayonne ...CANNOT BE SOLD 
FROM THE OUTSIDE 
* Source: Sales Management 
Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
205 Madison Ave., H.Y. + 228 WH. LaSalle St., Chicage 


One magazine stays 
‘on top of the heap’ 


N THIS living-room table you see one 


magazine warmly welcomed and fre- 
quently consulted, like an old family friend. 
It seems to stay on top of the family read- 
ing matter; both the madam and the master 
keep going back until it is read through. 


How attentively they read it, too—more 
closely even than a hobby magazine! Be- 
cause every page, each editorial and adver- 
tisement in this all-service almanac of better 


living, touches on their warmest, closest 

interest—their home and family. Informa- 
tion on design and decoration, news for the family medicine 
cabinet and dinner table and workbench, tips on every- 
thing from auto insurance to party novelties — all of it 
beautifully served up in a big, handsome, colorful magazine 
that stirs the imagination and the “let’s buy” impulse! 


Better Homes & Gardens has won its invitation, on 
interest alone, into more than 3,400,000* of the better 


homes in the countr+ 


It can do a warm and friendly selling job for your product, 
your service or company, to a carefully screened multi- 
million audience. Because Better Homes & Gardens 
keeps “on top of the heap” in home interest, it is 


America’s Ist Point of Sale. 


Doesn’t such a magazine earn 


“top of the list” con- 


sideration in your advertising plans? Ask us to show what 
a tremendous job it can do for you. 


*Over 3,500,000 in April and May! 
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A Screened Market 


of more than 3.400,000 


Better Homes 


Us 
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‘Farm Journal’ Study 
Shows 100,000 Farm 
Homes Being Built 


PHILADELPHIA—America’s 6,000,- 
000 farm families are in the proc- 
ess of building or remodeling a 
total of more than 1,000,000 farm 
buildings, according to a survey 
of U. S. county agents by Farm 
Journal, 

The study was undertaken by 
the publication because existing 
data on building construction is de- 
rived largely from building per- 
mit figures. As a result, published 
information does not include the 
many farm structures built without 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Artkrofi® menatocing Corporation 
900 Kibby St. Lime, U.S.A. 


ee 


building permits. 

Farm Journal’s research depart- 
ment queried all but 153 of the 
3,071 county agents and asked 
them to report on building or re- 
modeling of homes, large service 
buildings and small service build- 
ings. Replies were received from 
nearly half of all the counties in 
the nation, and the data was pro- 
jected to cover the entire U. S. 


a The results: 

About 102,900 new farm homes 
are being built and 238,000 are 
being remodeled. 

About 107,000 new barns and 
other large service buildings are 
being built and about 162,700 simi- 
lar structures are being remodeled. 

Approximately 216,800 new 
smaller service buildings are un- 
der construction and an additional 
205,700 are being remodeled. 

Total rural construction is esti- 
mated to exceed $1.3 billion in cost, 
and about 5% of the farmer’s gross 
annual income is spent on build- 


“Tresemerts fog V 3. Pe OF 


ing and maintenance. The expen- 


diture figure does not include 

water systems, appliances or home 
Farm Journal’s report contains 

detailed breakdowns by states. 


Jewelers Elect Rosenberg 


California Retail Jewelers Asso- 
ciation, Los Angeles, has elected 
Budd Rosenberg, vice-president 
and director of advertising for 
Gensler-Lee Jewelers, as president. 
Mr. Rosenberg has announced that 
he will seek state legislation to 
tighten controls on auction sales, 
illegitimate merchandising, and 
misleading jewelry advertising. 


Glueck Leaves Ziv 


Samuel Glueck has resigned as 
sales promotion director of the fol- 
lowing Ziv organizations: Frede- 
ric W. Z:v Co.; World Broadcast- 
ing System; Ziv Television Pro- 
grams; and Cisco Kid Products. 


Wallace Joins Biow 


Joseph B. Wallace, formerly with 
N. W. Ayer & Son, has joined the 


art staff of Biow Co. 


by the peat bards band. 


why don’t you help us spend our money?” 
Gadzooks and Daniel Starch! You can’t afford to snub 


home-planners in the rich “owner-occupy” mar- 
ket. They are information-hungry because they 


a aa 


S ee Standard Rate 
& Data Service (Con- 
sumer Magazine 
Section) for com- 
plete information on 
Home Owners’ Cata- 
logs. 


their new, custom-built homes. 


Catalogs, you can expect only 


Daniel Starch found that, without Home Owners 


have the last word about the building materials, 
equipment, appliances and home furnishings for 


35% of these 


profitable prospects of yours to have buying in- 
formation available at the time buying decisions 
are made. Another eye-widening fact Starch dis- 
covered: 97% of the families he recently inter- 


viewed kept their Home Owners’ Catalogs at 


their fingertips throughout the 
building stages and long after. 


planning and 


Get the full story of Dr. Starch’s findings and you'll 
have some mighty helpful guidance for your 1950 


sales plans. Write to Dep:. Y. 


W. Dodge Corporation's 


er Catalog Distribution Serv 
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groups. 


worth walking a mile for. 


The Creative Wan Corner 


The other morning, these tired old eyes’saw, like a diamond 
sparkling among a clutter of crushed pop bottles, a car card 
bearing the timeless slogan, “I’d walk a mile for a Camel.” 

And the tired old mind behind those eyes could not help 
but think that, since that slogan first saw the light of day, a 
mass of scientific advertising, and pseudo-scientific adver- 
tising, had swept like a mass of heavy black clouds across the 


But here, back on the scene, was a statement that stood out 
with sincerity, honest belief in a product’s excellence and a 
freshness of expression that put to shame the dull, unexciting 


phrases born of an age of doubt, confusion and a blind wor- 
ship of the microscope, the cyclotron and the research ex- 


People, however, despite all the research reports, were still 
people; still responded to the same emotions; still sought 
clean things to believe in; still acted as individuals and not— 
as the over-organized, over-expanded, over-smug adver- 
tising profession would have us believe—as catalogued 


Agencies—and advertisers, too—had pontificated that 
“markets are people.” But they had proceeded on the as- 
sumption that people are markets. In this Corner’s opinion, 
nothing that Camel has said about the T-zone, about its be- 
ing fun to be fooled but more fun to know, could begin to 
equal in its power of conviction the statement of honest pride 
by Camel’s manufacturer that this cigaret is so good it’s 


It’s like the taste of peppermint to see it back again. 


‘Moderation’ Theme 
Moves to Outlets 
Via Point of Sale 


New YorkK—Point of sale dis- 
plays are taking Licensed Bever- 
age Industries’ moderation cam- 
paign into retail outlets. 

Displays in three different forms 
—a counter card, a pasteboard 
coaster, and a window decal— 
adapt to this new use the credo 
made familiar by LBI adver- 
tising: “This industry does not 
want the patronage of the few who 
abuse the right to drink.” The 
statement, in a circular frame, is 
superimposed over a hand up- 
raised in traffic-cop style. 

An “experimental” order for 
1,000,000 coasters, put in two 
weeks ago, has already been ex- 
hausted, Richard Johnson of LBI 
said, and the campaign “apparent- 
ly is catching on terrifically.” The 


counter cards and decals have not 
yet been offered. 


s Distribution of the materials, 
to both on- and off-premise out- 
lets, is being handled through 
wholesalers and retail trade asso- 
ciations. 

LBI spent some $300,000 during 
the fiscal year just ended to adver- 
tise its moderation campaign. The 
budget for the new year will be 
approximately the same, AA was 
informed, as will the media list, 
which last year included Life, 
Look, Collier’s and business papers. 

Fuller & Smith & Ross handles 
LBI’s advertising. 


Lincoln Adds Stations 


Seven stations have been added 
to the network lineup for Lincoln- 
Mercury’s “Toast of the Town.” 
The show, which originates in New 
York with Ed Sv:llivan as emcee, 
is now carried ou 31 CBS-TV out- 
lets. Kenyon & Eckhardt is the 


, agency. 


—_ 


SEVEN LEADERS 


KDKA - KYW- 
WBZ + WBZA + WBZ-TV 


WESTINGHOUSE 
RADIO STATIONS 


IN SIX LEADING MARKETS 
Pittsburgh * Philadelphia * Fort Wayne 
Portland, Ore. * Boston 
Springfield, Mass. 
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Newspapers Set 
All-time Record 
for Ads in 1949 


(Continued from Page 1) 


ing medium were sensational gains 
in automotive, alcoholic beverages 
and tobacco, although grocery 
classifications continued to be the 
newspapers’ leader. 

The grocery classification ac- 
counted for $112,465,000, up 8.6% 
from 1948 expenditure. Some sub- 
classifications rose sharply, includ- 
ing baking products (up 26.7%) 
and miscellaneous beverages (up 
50.8% ). These, the bureau believes, 
reflect the increased advertising 
efforts of baking mixes and quick- 
frozen juice concentrates. 

Automotive advertising, second 
on the list, moved up to $85,856,- 
000—a gain of 44.8% over 1948. 
New car advertising alone repre- 
sented $58,191,000, or 78.2% more 
than in 1948. 

Alcoholic beverages, the third 
classification, showed expenditures 
of $42,375,000—a gain of 24.6%. 
Toilet requisites showed $30,549,- 
000—up 29.6%. The bureau ex- 
plains that if the drug and toilet 
goods field were lumped (by add- 
ing toilet requisites to medical) it 
would be third on the list with a 
total of $49,762,000. 

Tobacco also showed a jump, 
with an expenditure of $19,970,000 
or 22.5% over 1948. Cigaret ad- 
vertising accounted for $15,885,000 
of the industry total, and a gain 
of 26.7%. 


MAGAZINES GAIN 


New YorK—Magazine advertis- 
ing revenues for the first quarter 
of 1950 were the highest on record, 
according to the Magazine Adver- 
tising Bureau. 

Dollar total for the period was 
$100,900,000 for 88 general and 
national farm magazines and 
groups included in the Publishers 
Information Bureau service. News- 
paper magazine supplements and 
comic sections are not included. 


2,842 IN TV IN MARCH 

New YorK-—Some 2,842 adver- 
tisers were investing in television 
in March, compared with 2,398 in 
February—an. increase of 18.5%, 
N. C. Rorabaugh Co. reports. 

Network advertisers numbered 
80—a gain of 10; national and 
regional spot users climbed from 
438 to 527. Local sponsors, in- 
cluding dealers, distributors and 
retailers, jumped from 1,890 in 
February to 2,235 in March. 

This Rorabaugh report was 
based on figures from the four 
video networks and 93 of the 99 
TV stations operating the first 
week in March. i . 


Oldsmobile Plans New TV 
Show Starting This Fall 


The Oldsmobile division of Gen- 
eral Motors Corp., through Jerry 
Fairbanks Productions, is planning 
a television film series for fall re- 
lease. Titled “Rocket to the Stars,” 
the half-hour shows will be filmed 
at the homes of stage and screen 
personalities and will feature en- 
tertainment by guests and the 
stars. 

Two preliminary shows already 
have been completed. The first was 
shot at the home of David Niven 
and the second was filmed at the 
home of Charles Laughton and 
Elsa Lanchester. The Niven pro- 
gram will be “sneak previewed” 
next month in San Francisco, De- 
troit, St. Louis, Philadelphia, Cin- 
cinnati and Albany, N. Y. This 


Special televising is being used 
to test the show’s format. View- 
ers will be surveyed in each city 
and audience reaction will be 
Studied in preparing the regular 
series for fall. i 


Newspaper Advertising by 
Classifications 
Figures for 1949 and 1948, Prepared by the Bureau 
of Advertising, American Newspaper Publishers 
Association 

Per Cent 

Classification 1949 1948 Change 
1. Groceries $12,465,000 $103,568,000 up 86 
2. Automotive 85,856,000 59,296,000 up 44.8 
3. Alcoholic Beverages 42,375,000 34,006,000 up 24.6 
4. Toilet Requisites 30,549,000 23,563,000 up 29.6 
5. Transportation 20,048,000 19,156,000 up 4.7 
6. Tobacco 19,970,000 * 16,302,000 up 22.5 

7. Household Equipment & 

Supplies 19,928,000 19,913,000 up 0.1 
8. Medical 19,213,000 18,896,000 up 17 
9. Publications 15,984,000 14,844,000 up 7.7 
10. Radio & Television 12,756,000 14,401,000 down 114 
11. Industrial 10,507,000 9,651,000 up 8.9 
12. Hotels & Resorts 8,599,000 7,990,000 up . 7.6 
13. Public Utilities 7,553,000 7,192,000 up 5.0 
14. Wearing Apparel 6,372,000 8,681,000 down 26.6 
15. Agriculture 5,931,000 5,123,000 up 15.8 
16. Insurance 3,726,000 3,339,000 up 1L6 
17. Confections 3,350,000 2,646,000 up 26.6 
18. Sporting Goods 1,822,000 1,578,000 up 15.5 
19. Jewelry & Silverware 1,288,000 1,612,000 down 20.1 
20. Educational 1,070,000 1,135,000 down 5.7 
21. Amusements 878,000 1,258,000 down 30.2 
22. Professional & Service 367,000 318,000 up 15.4 
Miscellaneous 408,000 14,793,000 down 26 
$445,015,000 §389,261,000  “w 143 


Network Gross Time Charges 


RADIO 

March March Ast Qtr. Ast Qtr. 

1950 1949 1950 1949 
American Broadcasting Co. $3,447,451 $4,238,845 $10,184,501 $12,152,424 
Columbia Broadcasting System 6,110,831 5,837,746 17,860,893 17,037,484 
Mutual Broadcasting System 1,410,683 1,775,790 4,490,974 5,329,172 
National Broadcasting Co. 5,847,374 5,847,557 16,785,941 17,003,602 

TELEVISION 

March March Ast Qtr. Ast Qtr. 

1950 1949 1950 1949 
American Broadcasting Co. $ 347,361 $ 26,352 $ 784,311 $ 51,299 
Columbia Broadcasting System 661,986 190,865 1,827,941 430,890 
DuMont Broadcasting Network bd 81,352 bd 882 
National Broadcasting Co. 1,177,166 476,800 3,197,562 1,090,548 


*Not available 


Wiley Quits F&S&R 
Chairmanship; Will 
Form Own Business 


New York—John E. Wiley, 
chairman of the board of Fuller & 
Smith & Ross since 1942, an- 
nounced last week that he will 
leave the agency to set up a busi- 
ness “within the structure of ad- 
vertising and merchandising,” 
which “will take hold of merchan- 
dising where most national agencies 
leave off and follow it through to 
the actual point of sale.” 

He will be succeeded in New 


R. E. Allen 


John E. Wiley 


York by Robert E. Allen, vice- 
president, who will now be man- 
ager of the office. Mr. Allen has 
been with F&S&R for the past 14 
years. The chairman’s post will 
remain unfilled. 

Mr. Wiley explained in a letter 
to AA that part of his time will 
continue to be spent with the 
agency, and part with his new 
business (details of which will be 
announced in a couple of weeks). 

“T shall be available to Fuller & 
Smith & Ross men and to Fuller & 
Smith & Ross clients for some time 
to come,” he wrote, “and even after 
the new operation is started, I ex- 
pect to work for and with the 


agency that has been my life for} 


sO many years, as well as with 
other agencies.” 


ws Mr. Wiley joined F&S&R in 1932 
in Cleveland, and came to New 
York in 1936 as a vice-president 
and office manager. Before join- 
ing the agency he was a partner of 
Wiley & Co., 


King, Cleveland 


agency, which he joined in 1926, 
and he spent four years previously 
with W. N. VanSant & Co., Balti- 
more. Earlier he had been a sales- 
man with the Washington Star, the 
Baltimore News & American, and 
the Richmond News-Leader. 


ABC-TV Makes Room 
for Local Spots on 
National TV Shows 


New YorkK—American Broad- 
casting Co. has revised the formats 
of eight telecasts to provide for 
the sale of local spots by its af- 
filiates. 

There will be room for two one- 
minute announcements on 15-min- 
ute shows and three one-minute 
announcements on 30-minute 
shows. Programs involved in this 
sponsored sustaining plan will be 
known as “ABC-TV spot sustain- 
ers.” 

ABC will charge its affiliates 5% 
of their individual one-time local 
or national evening hour rate per 
announcement, depeuding on the 
type of advertiser buying the spot. 

Shows to be included in the plan, 
as of May 3: “Art Ford on Broad- 
way,” “On Trial,” “Author Meets 
the Critics,” “Little Revue,” “In 
the Morgan Manner,” “Doctor Fix- 
Um” and “Majority Rules.” 


s American Broadcasting Co. has 
announced the reorganization of its 
stations department, separating the 
radio and TV duties, effective 
May 1. 

James H. Connolly has been 
named director of radio stations. 
Otto Brandt, who has been direc- 
tor of ABC’s stations department, 
has been appointed director of TV 
stations. 


FRANK R. McNINCH 
WaAsSHINGTON—Frank R. Mc- 
Ninch, 77, of Charlotte, N. C., for- 
mer chairman of the Federal Com- 
munications Commission (1937- 
39) and of the Federal Power 
Commission (1930-37), died at 
Georgetown University Hospital 
here Thursday. " 


Big Ten Prohibits 
Live TV Broadcasts 
of Football Games 


Cuicaco—Western Conference 
(Big Ten) universities last week 
decided that television is an active 
threat to the future of intercolle- 
giate athletics and decided to ban 
live TV from all 1950 conference 
football games. 

The Big Ten prohibition of live 
telecasting does not rule out tele- 
vising of complete films of the 
games the day following the game. 

Fears that the Big Ten action 
might spread to all parts of the 
country were enhanced by the 
presence of National Collegiate 
Athletic Association television 
study committee members at the 
meeting. 

The decision banning live tele- 
vision is the first joint action 
against the medium by an inter- 
collegiate group. As a result of the 
ban, Big Ten colleges will lose the 
money which would otherwise 
come in to the coffers from sales 
of TV rights. Estimates of the loss 
range from $400,000 to $750,000. 
Spokesmen for Western Confer- 
ence officials said that the action 
was taken because of complaints 
from smaller colleges and high 
schools, who said that their foot- 
ball gate receipts fell off badly 
whenever a Big Ten game was 
telecast in the area. 


s Also, they reported that while 
Big Ten gate receipts: were not 
affected by live TV last year, 
eastern and West Coast colleges 
suffered a significant attendance 
loss. Because midwestern television 
viewing has increased since last 
year, the Big Ten felt action was 
indicated. 

Next major group of colleges 
which may take action on the live 
television question is the Pacific 
Coast Conference. The group is 
scheduled to meet on June 12, and 
Victor O. Schmidt, conference 
commissioner, said that the first 
item on the agenda is the question 
of televising football games. He 
did not say whether a ban would 
be adopted, however. 


s Chevrolet Motor division of Gen- 
eral Motors last week signed to 
sponsor the Notre Dame home 
games this fall, in line with a 
Notre Dame-DuMont network 
agreement signed before the Big 
Ten banned live television. 

The home schedule lists Purdue 
and Michigan State, both members 
of the Big Ten. Since home clubs 
have television rights, it is prob- 
able that both the Purdue and 
Michigan State games will be tele- 
cast from South Bend, Ind. 

The NCAA is expected to main- 
tain a close watch on television 
and gate receipts throughout the 
country this year. A detailed re- 
port will be presented to the 
NCAA annual meeting in Dallas 
next January by the TV study 
committee. A preliminary report 
probably will be available in No- 
vember, 


EDWARD McNAMARA 


St. Louis—Edward Y. McNama- 
ra, 40, account executive for Kelly, 
Zahrndt & Kelly, public relations 
organization, died April 15 follow- 
ing an operation. 

From 1933 to 1936 Mr. McNa- 
mara was on the St. Louis Globe- 
Democrat news staff and later held 
advertising posts here and in Jef- 
ferson City, Mo. He joined Kelly, 
Zahrndt & Kelly last year. 


WILLIAM L. PRICE 

BERKELEY Sprincs, W. Va.—Will- 
iam L. Price, 71, former editor and 
publisher of the Berkeley Springs 
News, died April 16 at his home 
in Cumberland. 


WILLIAM A. ORR 
New YorK—William Anderson 
Orr, 67, for the past 27 years a 


71 


Ralph Reinhold 
Retires from 
Publishing Co. 


New YorK—Ralph Reinhold, 
founder and chairman of the board 
of Reinhold Publishing Corp., last 
week announced his retirement 
from active direction of the cor- 
poration and the sale of his con- 
trolling stock interest to employes 
of the company. 

The stock is being turned over 
to the employes’ profit sharing 
trust, which is administered by 
five trustees in the employ of the 
corporation. A large part of the 
stock will be retired, Philip H. 
Hubbard, president of the corpora- 
tion, and one of the trustees, told 
AA. None of the shares will be of- 
fered for sale, he said. 

The money realized by the trust 
through the corporation’s redemp- 
tion of stock will be distributed to 
employes in accordance with the 
trust’s present arrangement for 
distribution of profits. Under the 
present plan 25% of the corpora- 
tion’s annual profits is distributed 
to employes. 


e Mr. Reinhold has been requested 
by the board of directors to con- 
tinue as chairman of the board and 
as an adviser to the company. He 
organized the Reinhold Publishing 
Corp. in 1915 when Chemical En- 
gineering Catalog was founded. In 
1949 its gross business was in ex- 
cess of $4,000,000. 

The company is a leading pub- 
lisher of technical, scientific and 
architectural books and periodicals. 
It has an active list of 225 titles, 
covering many diversified fields. 

Shortly after the company was 
founded it took over the adver- 
tising management for the Ameri- 
can Chemical Society of the so- 
ciety’s five publications: Analy- 
tical Chemistry, Chemical Ab- 
stracts, Chemical & Engineering 
News, Industrial & Engineering 
Chemistry, and the Journal of the 
American Chemical Society. 

Reinhold business papers include 
Chemical Engineering Catalog, 
Chemical Materials Catalog, Ma- 
terials & Methods and Progressive 
Architecture. 

No individual in the company 
holds a majority of the stock, Mr. 
Hubbard told AA. The principal 
owners are Mr. Hubbard, H. Bur- 
ton Lowe, executive vice-president 
and treasurer, and the employes’ 
profit sharing trust. 


member of the New York public 
relations office of Metro-Goldwyn- 
Mayer and Loew’s Inc., and for- 
merly city editor of the old New 
York Tribune, died April 18 fol- 
lowing an abdominal operation. 


CHARLES KNAPP 

Newton, Mass.—Charles San- 
ford Knapp, 53, copywriter and 
account executive with Horton- 
Noyes Co., Providence, R. I., died 
here April 19. He had been as- 
sociated with Frank Seaman Inc., 
Ruthrauff & Ryan, J. Walter 
Thompson Co., Young & Rubicam 
and Calkins & Holden in New York, 
as well as with Doremus & Co. and 
H. B. Humphrey Co., Boston. 


RALPH D. MacMANUS 
CuiIcaco—Ralph D. MacManus, 
61, head of the public relations de- 
partment of Armour & Co., died 
last Monday in Orlando, Fla. He 
had been in Florida for his health 
since December. Mr. MacManus 
had been a public relations rep- 
resentative of Armour since 1917. 


H. J. McLAUGHLIN 

Cuicaco—H,. J. McLaughlin, 52, 
editor and publisher of Embalmers’ 
Monthly, died here on April 14 
after a short illness. 
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Cee re eee 


Radio's Survival 
Mentioned Little 
Ai NAB Meeting 


(Continued from Page 1) 
by numerous members in the audi- 
ence who contributed ideas, sug- 
gestions and criticisms. 

The successful regional meetings 
around the country were based on 
the “workshop” idea. Program 
planners apparently felt that the 
national meeting, therefore, should 
feature major speeches by promi- 
nent Americans. 


mw Delegates listened and ap- 
plauded, but were frankly disap- 
pointed in not being given selling 
tools and some answers to the 
problem of selling AM radio in an 
increasingly competitive media 
market. 

Even radio’s new promotion film, 
“Lightning that Talks,” drew only 
a smattering of applause from the 
few broadcasters who viewed the 
showing, and it seems doubtful 
that it will be used as widely as 
originally planned. 

One manager of a large mid- 
western station said that he 
wouldn’t show the film to anyone 
but his own station personnel, “and 
possibly a few well-screened ad- 
vertising prospects—certainly not 
to a large group.” 


® Dissatisfaction with the meeting 
program was not aired publicly, 
but many NAB members privately 
ventured the opinion that if na- 
tional conventions do not face the 
industry’s problems squarely in the 
future, they would not be well 
attended. A few suggested that the 
national convention be completely 
eliminated, and that all business be 
transacted in the regional con- 
ferences. 

Another source of irritation— 
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for both NAB members and offi- 
cials—was the absence of top NBC 
and CBS brass. Both Mutual and 
ABC were represented by principal 
executives (though ABC chiefs did 
not participate actively in the NAB 
meetings). The fact that NBC and 
CBS officials were missing gave 
rise to a flurry of rumors—that the 
nets were planning to pull out of 
NAB; that they wanted a bigger 
voice in association policy, and that 
they no longer felt that the NAB 
was useful to them. 


= At a board of directors meeting 
in Chandler, Ariz., last February, 
the directors established a new post 
of general manager of the NAB. 
As the convention opened, the 
board announced the appointment 
of William B. Ryan, currently gen- 
eral manager of KFI and KFI-TV, 
Los Angeles, as general manager 
of the association. 

Mr. Ryan, whose appointment 
had been rumored for some time 
(AA, April 3), has signed a three- 
year contract at $25,000 per year. 
He will take up his duties in Wash- 
ington on May 1. 


ws At the Tuesday morning mem- 
bership meeting, Dr. Kenneth H. 
Baker, acting president of Broad- 
cast Measurement Bureau, re- 
ported that the BMB study has 
been completed and delivered to 
subscribing stations and about 370 
agencies. 

He said that requests for data on 
non-subscribers and requests for 
re-runs of data are still coming in, 
without sign of a let-up. 

Linnea Nelson, time buyer for J. 
Walter Thompson Co., and Frank 
Silvernail, manager of radio and 
TV time buying, Batten, Barton, 
Durstine & Osborn, pleaded with 
the broadcasters to continue BMB 
or something similar to it. 

Miss Nelson thanked the sub- 
scribers for making the study pos- 
sible, but said that BMB still is a 
major issue. “We need more BMB 
subscribers,” she said. Even though 
non-subscribers did not pay, she 
continued, agencies need the data 
on non-subscribing stations. 


es Mr. Silvernail stressed the im- 
portance of the information pro- 
vided by the bureau and said: 
“All we want is to get the BMB 
data exactly as you get it.” He said 
that since every account presents 
a different problem, stations need 
not make special compilations. 


GOOD LISTENERS—Carl Haverlin (left), Broadcast Music Inc., holds the floor in 
this corridor session at the NAB convention. The audience (left to right): Calvin Smith, 
KFAC, Los Angeles; Mort Werner, KVEN, Ventura, Cal.; and Glen Dolberg, BMI. 


Birmingham, said that BMB was 
being incorporated as Broadcast 
Audience Measurement Inc. in or- 
der to “see to it that we have an 
organized system of measurement 
in the future. Without some form 
of uniform measurement, the ra- 
dio industry will be in terribly 
bad shape.” 

Dr. Baker discussed the possibil- 
ity of eventually publishing all 
data collected by BMB—on both 
subscribing and non-subscribing 
stations. He cited arguments pro 
and con, and said that a final de- 
cision probably will be reached 
at the May 9 meeting of the BMB 
board. 

He said that subscribing stations 
may request data on non-sub- 
scribers if the n-s station’s cover- 
age overlaps the subscriber’s sta- 
tion by at least one county. The 
cost varies from $50 to $450 for 
one copy of such an n-s report, and 
additional copies are $1 each. 


= He also announced a new plan 
under which advertising agencies 
may obtain data on non-subscrib- 
ing stations directly from the bu- 
reau if the agency has first asked 
a subscribing station for such data 
and the station finds it inconven- 
ient to handle the request. 
The business meeting okayed a 
number of resolutions, including 
one presented by the FM members 
of the NAB “requesting television 
set manufacturers to install FM 
tuners in all television receiving 
sets.” 

Another resolution recommended 
that the “NAB board of directors 
institute a study looking toward 


Henry P. Johnston of WSGN, 


the separation of NAB sales pro- 
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motional activities in the fields of 
television and radio, whether or 
not sales promotion activities re- 
main within or without the NAB.” 


= The NAB board also was re- 
quested to “examine the best pos- 
sible procedures in order to as- 
certain the amount and type of 
radio listening as represented by 
automobile radios, outside-of-home 
radios and multiple sets in the 
home as well as listening in pub- 
lic places.” 

The board also adopted a resolu- 
tion opposing President Truman’s 
reorganization plan No. 11, which 
would transfer “important execu- 
tive and administrative functions” 
of the Federal Communications 
Commission from the FCC to the 
FCC chairman. 

Under the plan, appointment and 
supervision of commission person- 
nel, distribution of business among 
such personnel and among admin- 
istrative units of the FCC, and the 
use and expenditure of funds 
would be transferred to the FCC 
chairman. 

The NAB membership praised 
the participants in the labor-man- 
agement panel and suggested that 
such sessions be included in re- 
gional meetings. 


= Judge Justin Miller, NAB presi- 
dent, presided over the labor-man- 
agement meeting last Monday. 
Participants included C. L. Thom- 
as, general manager of KXOK and 
KXOK-FM, St. Louis; Harold Es- 
sex, vice-president of WSJS, Wins- 
ton-Salem, N. C.; Lawson Wim- 
berley, director of the radio divi- 
sion, International Brotherhood of 
Electrical Workers, and Raymond 
Jones, vice-president of the Amer- 
ican Federation of Radio Artists. 
Mr. Thomas opened the discus- 
sion. He said that station manage- 
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ment considers it of paramount im- 
portance that unions “realize that 
in 1950 and in the foreseeable fu- 
ture, radio is experiencing a ti- 
tanic struggle for its existence. Op- 
erating costs are rising, as they 
have since 1945. Station manage- 
ment,” he said, “must be free of 
pressure to raise these costs un- 
reasonably.” 

Mr. Wimberley said that, on 
the whole, the broadcasting in- 
dustry’s labor record is good; that 
both sides have rights and re- 
sponsibilities, and that they should 
recognize them, because “strikes 
are wasteful.” 
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customary areas of labor-manage 
ment negotiation. He said thas 
labor views the problem of “secu,. 
ity of employment” as an increag. 
ingly important issue—one 

which both parties will have to try 
to work out a satisfactory answer 

NAB delegates were particy. 
larly impressed by the Session, 
primarily because issues were dis. 
cussed reasonably and without ae. 
rimony. 

In addition to the speech by Fee 
Chairman Wayne Coy (see story 
on Page 2), principal convention 
speakers included Ambassador 


representative to the United Na. 
tions; Paul C. Hoffman, Economic 
Cooperation Administrator; Her. 
man W. Steinkraus, president of 
the U. S. Chamber of Commerce, 
and H. E. Babcock, former chair- 
man of the board of trustees, Cor- 
nell University, and agricultural] 
author and lecturer. 


@ Their speeches were keyed to 
the convention theme, “The Amer- 
ican broadcaster’s responsibility 
in the world today.” Mr. Hoffman 
described Kremlin strategy in the 
cold war and the U. S. strategy as 
executed by ECA. He outlined the 
information program being carried 
on in Europe and said that Ameri- 
can broadcasters have a respon- 
sibility in developing techniques 
for dramatizing ECA economic and 
political goals. 

Mr. Steinkraus called on the na- 
tion’s 3,000 broadcasters to help 
business tell its story to the Amer- 
ican public through radio forums 
on the local and regional level. 

Speaking on the subject of the 
American broadcaster’s responsi- 
bility in world affairs, Mr. Austin 
thanked the radio executives for 
having contributed more than $5,- 


000,000 worth of air time to spread- 9 


ing knowledge of the U. N. 

He said that broadcasters have 
the responsibility of clarifying un- 
derstanding of the nature of the 
United Nations—that it was not 
conceived to enforce peace with 
armaments, but rather through 
elimination of the causes of war. 
Mr. Babcock suggested that 
broadcasters think about the pos- 
sibilities of programs concerning 
farm plans, diet education and 
proper food storage and prepara- 
tion. 


a The University Association for 
Professional Radio Education held 
a two-day work session in connec- 
tion with the NAB meeting. Maur- 
ice Mitchell, director of the Broad- 
cast Advertising Bureau; Kenneth 
Baker, NAB research director, and 
Emerson Mark):am, NAB television 
director, addressed the group on 
the problems and trends in their 
respective fields as they apply 
to radio activities in colleges and 
universities. 

Donley Feddersen, director of 
radio and television, Northwestern 
University, was elected president 
of the university association. 
Associate members of the NAB, 
including equipment manufactur- 
ers, program services and tran- 
scription companies, showed about 
$2,000,000 worth of equipment and 
services, including improved sound 
recording and reproduction equip- 
ment. The exposition ran concur- 


a Mr. Jones of Afra outlined the 


rently with the convention. 
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New York—Procter & Gamble’s 
efforts to secure a “three-year 
freeze on television rates for the 
‘Beulah Show’” have been criti- 
cized by the National Association 
of Radio Station Representatives 
as a “distinct disservice to a new 
medium that gives promise of 
opening new horizons in market- 
ing practice for manufacturers.” 

The association’s reaction to the 
P&G move, which had been ru- 
mored for some time, came in a 
letter to Howard J. Morgens, 
P&G’s vice-president in charge of 
advertising, from T. E. Flanagan, 
managing director of the associa- 
tion. Dancer-Fitzgerald-Sample has 
announced that Ethel Waters has 
been signed to star as the TV 
“Beulah.” A daily radio attraction 
on CBS, “Beulah” will be a half- 
hour weekly show over ABC-TV 
starting in the fall. 


a 


s. “While radio broadcasting sta- 
tions listened attentively and with 
great respect to your thoughtful 
statement of company policy on 
radio and television and to your 
confident expectation of lower 
radio time costs, these same sta- 
tions are now appalled by your 
action, through your advertising 
agency, Dancer-Fitzgerald-Sample, 
and the ABC network, for a three- 
year freeze on television rates for 
the ‘Beulah’ show,” Mr. Flanagan 
wrote, referring to an address by 
Mr. Morgens before the Radio Ex- 
ecutives Club (AA, April 10). 

“These stations are now asking 
how they can unfreeze and reduce 
AM rates in cities where TV com- 
} petition is severe, while at the 
same time the TV station is ex- 
pected to guarantee rates for three 
years based on today’s small audi- 
ence,” the letter continued. 


s Dancer-Fitzgerald-Sample was 
able to secure a two-year rate 
guarantee, with options for a third, 
from ABC-TV when General Mills’ 
“Lone Ranger” took to television 
last fall. At that time stations ob- 
jected, but they accepted the busi- 
ness. General Mills carries the pro- 
gram on 33 video stations. 

The agency is seeking the same 
sort of rate protection for Procter 
& Gamble on “Beulah.” 

“I am sure no one realizes more 
than you the large amounts of cap- 
ital that have been put specula- 
tively into the erection and equip- 
ment of television stations. I am 
sure you also know of the large 
accumulations of red ink on TV 
Stations’ books, their inability to 
set aside depreciation funds for 
the rapid wear-out and obsoles- 
cence that are characteristic of 
television,” Mr. Flanagan said. 

“IT hope ABC will show you the 
telegrams and letters they are re- 
ceiving from stations in protest 
against this attempt for a prefer- 
ential and discriminatory three- 
year freeze as against an industry 
26-week custom of rate protec- 
tion... 


® “I hope you will be able to make 


an accurate appraisal of the real 
feelings of those stations that feel 
under compulsion, because of their 


Station Representatives Ask P&G 
to Give Up Preferential ABC-TV Rate 


temporary program needs, to ac- 
cept your one-sided offer. You can 
easily weigh the unexpressed pres- 
sure on the station management 
exerted by a large advertiser, his 
agency and the network. 

“Procter & Gamble is a great 
American institution vitally in- 
terested in the good health of the 
major arvertising media... You 
can back up with action your ex- 
cellent address at the Radio Ex- 
ecutives Club if you will now with- 
draw your three-year request, and 
content yourself with the usual 
trade practice of 26 weeks’ pro- 
tection, which, under the circum- 
stances, is most generous,” Mr. 
Flanagan asserted. 

The membership of the asso- 
ciation, its managing director 
pointed out, includes two-thirds of 
the operating TV stations in the 
U.S. 


Philadelphia TV 
Stations Work Out 
Baseball Schedule 


PHILADELPHIA—A month ago, 
this city’s three TV stations and 
two baseball game sponsors were 
reported trying to figure out how 
to televise night games so as not 
to interfere with regular network 
programs (AA, March 20). 

The solution, if it can be called 
such, was reported last week: The 
three stations will televise night 
games only when program sched- 
ules permit. 

Station WPTZ will carry all 
Saturday afternoon games (except 
for five on WFIL-TV). WCAU-TV 
will show Sunday games, and 
WFIL-TV will show weekday 
games and three holiday double- 
headers. WPTZ cameras will han- 
dle game pickups for all these 
telecasts. 

Sponsors of the games (24 on 
WPTZ, 36 on WFIL-TV and 43 on 
WCAU-TV) are Atlantic Refining 
Co., via N. W. Ayer & Son, and 
P. Ballantine & Sons, via J. Walter 
Thompson Co. 


Joins Research Institute 


Thomas R. Watkins Jr., formerly 
with D’Arcy Advertising Co., St. 
Louis, and Gordon Best & Co., Chi- 
cago, has been appointed head of 
the associate membership staff for 
western Tennessee for the Re- 
search Institute of America. He 
will make his headquarters in 
Memphis, 


Beam Establishes Own Agency 


Earl F. Beam has resigned as 
vice-president and treasurer of 
Caldwell, Larkin & Co., to open his 
own agency, Earl Beam Advertis- 
ing Agency. The new agency, with 
offices at 410 State Life Bldg., In- 
dianapolis, will specialize in ag- 
ricultural, industrial and food ac- 
counts. 


Anderson Promoted 


Walter E. Anderson, in charge 
of the midwestern extermination 
agent sales for Bridgeport Brass 
Co., Bridgeport, Conn., has been 
appointed sales manager of the 


same products. 


FIRST 25 YEARS—Senior staff members of the Bureau of Ad- 
vertising, ANPA, honored Allen Sikes, service manager, at 
luncheon on completion of 25 years’ service. Fron‘ row (left 
to right) are Arthur Brashears, promotion department manager; 
Mr. Sikes; Harold S. (Rusty) Barnes, director; William G. Bell, 


73 


4 


research director; and E. C. Raymond, business manager. Back 
row: Donald Q. Coster, 
Ottinger Jr., promotion director; William A. Greene, assistant 
to the director; J. A. Ecclesine, assistant promotion director; 
and J. R. Mclauch!en, account executive. 


eastern sales manager; John C. 


Chicago Girl Wins 
AFA Essay Contest 


New YorK—Mary Nolan, a 16- 
year-old student at Evanston 
Township High School in suburban 
Chicago, has been declared winner 
of the fourth annual high school 
essay contest of the Advertising 
Federation of America. 

Her essay on advertising was 
chosen from 33 local winners se- 
lected by advertising clubs 
throughout the country. Judges 
were Henry T. Ewald, Campbell- 
Ewald Co.; Robert U. Brown, 
Editor & Publisher; Ellen Hess 
Duke, McCall’s; Don Francisco, J. 
Walter Thompson Co., and Dr. 
John W. Studebaker, Scholastic. 

Miss Nolan’s award is $500 cash 
and a free trip to the AFA con- 


vention in Detroit, May 31-June 
2. The essay will be released at the 
convention. 


To Electrical Publications 


W. A. Clabault, formerly Cleve- 
land district manager of Electrical 
Manufacturing, has joined Electri- 
cal Publications Inc., publisher of 
Electric Light & Power and Electri- 
cal Dealer. He will be located in the 
New York office, taking over the 
sales duties formerly handled by 
T. S. Hudson. Mr. Hudson is re- 
tiring from active duty, but will 
continue with the company on a 
consulting basis. 


Mead Moves Ad Department 


Mead Sales Co. has moved its 
advertising department from New 
York to Philadelphia. The new ad- 
dress is 819 Public Ledger Bldg., 
Philadelphia 6. 


Murray Appointed A. M. 


John D. Murray has been named 
advertising manager of American 
Hairdresser, published by Mac- 
lean-Hunter Publishing Corp., Chi- 
cago. 
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MATRIX 


This was 
regulate a time device by means of a 
pendulum. This model was made from 
Galleleo’s original drawings from which 
his son built the first actual working 


CLOCK 


1641 A. D. 


the earliest attempt to 


Courtesy of the Museum of Science and Industry 
and the Elgin National Watch Company 

As the great men of the past racked 
their brains to give us many of our 
modern machines and inventions, so has 
Progressive racked their brains to give 
our customers the best in quality and 
service. That is why we offer you high 
quality mats and plastic plates with 
“Round the Clock Service” — twenty- 
. four hours a day! 
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(Continued from Page 1) 
line says: “Not one single case of 
throat irritation due to smoking 
Camels.” Further body copy ex- 
plains the headline as the result 
of 2,470 weekly examinations of 
the throats of Camel smokers by 
“noted throat specialists.” 

Camel promotion urges readers 
to try a 30-day mildness test, for- 
merly carried in Camel ads along 
with the T-zone theme. 

P. Lorillard Co., whose eight- 
year-old advertising came under 
FTC’s order, has been doughtily 
proclaiming that “we’re tobacco 
men, not medicine men,” for the 
past four years—and selling Old 
Golds as a “treat instead of a 
treatment.” 

No change is contemplated for 
Old Gold or Embassy cigarets, Al- 
den James, Lorillard’s advertising 
director, told AA. With Embassy, 
he said, “we feel on firm ground,” 
and as for its copy, “we can prove 
what we say.” 


= No changes will be made in 
Lucky Strike advertising copy un- 
til a ruling is received, Albert 
Stevens, advertising manager, said. 
Final argument on the proposed 
order against American Tobacco 
Co. is expected to take place in 30 
to 60 days. 

The FTC action had little bear- 
ing, Mr. Stevens said, on recent 
cancelations of newspaper copy 
on Lucky Strike. A ten-week test 
campaign in 30 markets was com- 
pleted. Cancelation of further in- 


regen ne ea ore 
BOOKLETS jen: 


Distinctive literature with that come- 
hither oe that impels, tells—-sells. 
Request Fitzjohn book—on your 1.h. 


“That Fellow ott” 


Cigaret Makers All Insist: ‘FTC 
Rulings Won't Affect Our Copy’ 


sertion orders was done, he said, 
to permit “a revaluation of our 
whole advertising program.” He 
did not say whether the revalu- 
ation would be directed toward 
copy, media strategy or elsewhere. 

Lucky Strike’s newspaper cam- 
paign will be resumed, Mr. Stevens 
said, but the date has not yet been 
determined. 


ws The cigaret’s campaign theme 
was changed some weeks ago and 
the last few newspaper ads carried 
the new “scientific test” story, 
which “proves Lucky Strike milder 
than any other principal brand.” 
Current magazine advertising, be- 
cause of long closing dates, still 
carries the “never a rough puff” 
copy, but this story is on the way 
out. The theme change was made 
before the FTC rulings on Camel 
and Old Gold advertising. 

In its proposed order -against 

American Tobacco, FTC recom- 
mends it be prohibited from rep- 
resenting that Luckies contain 
less nicotine and are less irritating 
than other brands. 
Still in the hearing stage is a 
case against the company’s Pall 
Mall brand, whose current ads 
claim that the greater length pro- 
vides a natural filter and “guards 
against throat-scratch.” 


® Philip Morris & Co. does not in- 
tend to modify its advertising ap- 
proach as a result of the FTC in- 
vestigation of cigaret slogans. At 
least not at this time. 

No order has been issued against 
the company, whose case is pend- 
ing before a hearing examiner. 
Under the scrutiny of the commis- 
sion are Philip Morris’ claims as 
of Sept. 5, 1942. At that time the 
company was using such phrases 
as “Causes no throat or nose ir- 


x Lee P. Bott, Jr., 64 E. Jackson, Chicago 
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Raleigh, North Carolina is one of thirteen cities in eleven 
Southern States with a newspaper over 100,000 circula- 
and Sunday newspaper pub- 
. the 


tion. It’s theQNLY morning 


lished in gH@ 33’county Golden Belt of the South . 
BIG THIRD of the South’s No. 1 State. 


| Especially when it covers a mar- 


Be haa like this: oo 
Retail Sales . . $687,144,000 
Food Sales . . $129,320,000 
Drug Sales . . $ 19,115,000 


Eff. Buy. Inc. . $1,070,546,000 
(SM Survey 5/10/49) 


Watch for Startling News About the Raleigh Market! 
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tion WIP, Philadelphia (standing), paused 


NAB MEMBERS EXCHANGE IDEAS—Benedict Gimbel Jr., of Sta- 


during the National Association of Broadcasters convention in 
Chicago last week to exchange greetings with Lewis Allen 
Weiss, board chairman of Don Lee-Mutual (right). 
the table with Mr. Weiss are Dalton LeMasurier of WDAL, Du- 


at a luncheon table 


Seated at 
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luth (left) and H. K. Carpenter of WHK, Cleveland. Member; 
of the informal pre-luncheon group at the right are (left to 
right) A. D. “Jess” Willard, formerly executive vice-president of 
NAB and now president of WGAC, Augusta, Ga.; J. Leonard 
Reinsch of WSB, Atlanta; Paul Morency of WTIC, Hartford, and 
H. W. Slavick of Station WMC, Memphis. 


nized by eminent medical authori- 
ties” ... “Smoke as much or as of- 
ten as you like”...“You pay no 
penalty for Philip Morris pleas- 
ure.” 

Philip Morris, which made its 
great postwar comeback with “no 
cigaret hangover,” is moving full 
speed ahead on its nose test drive. 
At about the same time the FTC 
ruling on Camel and Old Gold was 
made public, Philip Morris in- 
creased the volume of its “less ir- 
ritating” claims with a “We dare 
them all” challenge to other brands 
to suggest the nose test (AA, April 
10). 


a A booming, hollow-voiced “We 
dare them all” is now the lead of 
many PM commercials on radio 
and TV. And Allen Funt, propri- 
etor of the “Candid Camera,” con- 
tinues to find smokers who try 
the nose test with their own brand 
and a Philip Morris and pronounce 
the latter “milder.” 

Philip Morris has emphasized its 
medical story, directly or indi- 
rectly, for many years. “Philip 
Morris superiority is recognized by 
eminent medical authorities. No 
other cigaret can make that state- 
ment,” still shows up now and 
then in the company’s ads. 
Chesterfield’s star salesman, Ar- 
thur Godfrey (AM and TV on 
CBS) in recent weeks has been 
building his spiel around a letter 
from Arthur D. Little Inc., Cam- 
bridge. 

The letter reports that of the 
leading brands “smoked and ex- 
amined” by members of the panel, 
Chesterfield was the only cigaret 
with no “unpleasant aftertaste.” 


@ Liggett & Myers continues to 
emphasize its longtime favorite 
slogan, “definitely milder,” in print 
and over the airwaves. Mr. God- 
frey frequently suggests that his 
listeners smell the difference. The 
FTC so far has not moved in con- 
nection with Chesterfield’s adver- 
tising. 

_ Among the cigaret makers who 
met the FTC order with cheers was 
Lane Ltd. The company’s Lords 
cigarets now claim to have less 
than 1% nicotine, and copy com- 
pares five other brands, whose 
nicotine ranged from 95 to 141% 
more than Lords’. “No other cig- 
aret can offer you this proof of 
safer smoking enjoyment,” the 
copy declares. 

Lords’ promotion is now con- 
fined to the New York area, 
through Ben Sackheim Inc. On 
May 1 the advertising will be 
shifted to Philadelphia. The cig- 
arets are now sold in an eight- 
state area, and distribution will 
be expanded. 


# As to the advertising’s effec- 
tiveness, Lloyd Whitebrook, ex- 
ecutive vice-president of Sack- 
heim, asserts that in the last six 
months the company has received 
more than 2,000 unsolicited testi- 
monials from doctors living in the 
New York area, and sales have in- 
creased 100% since January. 

“We'll. hammer away more 


strongly on this theme in light of 


the FTC rulings,” Mr. Whitebrook 
told AA. 

Reaction in the tobacco trade 
seemed less outraged at the FTC 
action than might be expected. 
The Tobacco Leaf declared in an 
editorial: 

“We don’t care for the FTC, but 
if their recent decisions have elimi- 
nated the therapeutic theme from 
tobacco advertising, they have done 
the trade a favor.” 

The editorial noted that the com- 
mission’s long-delayed action hit 
the companies long after the ad- 
vertising on which the order was 
based had been discontinued, but 
said flatly: “We have always felt 
that tobacco advertising based on 
therapeutic and health claims is 
injudicious and actually injurious 
to the trade as a whole.” 


s The editorial continued that in 
such advertising “the unavoidable 
implication is: ‘All cigarets are 
harmful but the other chap’s cig- 
arets are more harmful than ours.’ 
The suggestion that tobacco is 
harmful, implicit in this type of 
advertising, has been used repeat- 
edly by starry-eyed crusaders of 
the do- gooder type. Tobacco’s fan- 
tastic revenue-producing qualities 
—and nothing else—have saved it 
from their venomous assaults.” 

The American cigaret is a phe- 
nomenon of business, the editorial 
concluded, and “it is probably the 
only product that could have sur- 
vived 25 years of being advertised 
by its own people as a menace to 
health.” 

The American Medical Associa- 
tion is expected to announce a 


modified set of cigaret advertising 
requirements some time this week. 
Association officials declined any 
comment on the nature of the mod- 
ifications. 


Minnesota Grocers 


Can't Sell Vitamin 
Pills, Court Holds 


St. Paut—District Judge Albin 
S. Pearson ruled here Wednesday 
that vitamin tablets are drugs and 
may not be sold in grocery stores 
in the state of Minnesota. 

The ruling will undoubtedly be 
appealed, and the Minnesota Food 
Retailers Association is also con- 
sidering efforts to amend the pre- 
sent state law which prevents sales 
of drugs in other than drug stores, 

Wednesday’s ruling was made in 
a case begun in June, 1948, when 
Milton Culver, a grocer, deliber- 
ately sold vitamins in his store to 


force the state board of pharmacy } 


to bring an action against him. 


Grant Appoints Rill 


Grant Advertising, New York, 
has appointed I. R. Rill, formerly 
vice-president and account execu- 
tive, as director of the interna- 
tional division, with headquarters 
in New York. Mr. Rill joined Grant 
as director of the South African 
division in 1948. 


Joins Newspaper Group 


Neal W. Phillips, business man- 
ager of the Time, Greenwich, 
Conn., for the past 10 years, has 
joined the New England News- 
paper Association, Worcester, Mass. 
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Annenberg Insists 
Facts Justify WFIL 
Nighttime Rate Cut 


Cuicaco—Another threatened 
controversy which failed to reach 
the discussion stage at the NAB 
convention last week involved the 
recent cut in nighttime rates by 
Station WFIL, Philadelphia, and 
a corresponding increase in day- 
time rates. 

Before the convention opened, 
there were reports that Roger 
b Clipp, manager of the station, 
would be made a scapegoat by 
delegates who strongly oppose re- 
ducing radio nighttime rates in 
cities where television has made 
inroads in listening. 

In a telegram to Justin Miller, 
NAB president, Walter H. Annen- 
berg, president of Triangle Pub- 
lications, which owns and operates 
Stations WFIL and WFIL-TV, took 
full responsibility for the radio 
rate cut. 


a Said Mr. Annenberg: “I was 
shocked and rather dismayed by 
the radio industry’s reaction to an- 
nouncement of our rate changes. 
Radio has grown and thrived on its 
ability to meet changing conditions. 
I know of no station or network 
that has hesitated to raise its rates 
when increased coverage could be 
delivered. Advertising agencies 
and sponsors have accepted these 
rate boosts as fair and equitable.” 

He cited Broadcast Measurement 
Bureau figures which show day- 
time listening to the four Phila- 
delphia network stations increased 
16.3% between 1946 and 1949, 
while nighttime listening decreased 
3.5%. “A cut in nighttime rates and 
a raise in daytime rates is de- 
cidedly not out of order, even 
though WFIL’s position is stronger 
than that of any other Philadelphia 
station,” he said. 

“If it was fair to raise nighttime 
charges in radio when the number 
of listeners was increasing,” Mr. 
Annenberg continued, “it is fair 
to reduce charges when the num- 
ber of nighttime listeners is de- 
creasing. That is what we have 
done... If the NAB as a body dis- 
agrees with our stand, we shall be 
happy to withdraw our member- 
ship.” 


a In a telegram dated April 17, 
Judge Miller told Mr. Annenberg: 
“Thanks for bringing the matter 
to my attention. The subject was 
not even discussed at the board 
meeting and, so far, I have heard 
no intimation of an attack as you 
suggest. 

“I would regard any action by 
NAB as entirely inappropriate and 
an invasion of the rights of broad- 
casters to determine their own 
methods of doing business.” 


Nash Rambler Bows; 
Packard May Enter 
Low-Price Market 


Detrorr—Nash Motors’ new so- 
called low-price Rambler series 
carries an unexpected not-so-low 
$1,906 delivered price tag. The first 
of the line shown is a convertible 


(AA, April 10). 

The Rambler was offered with 
what the company called $300 
worth of accessories, listed as 
standard equipment, for the pres- 
ent at least. Comparably equipped 
convertibles of Chevrolet, Ford and 
Plymouth would range from $2,175 
to $2,350. 


= Rumors are getting warmer in 
automobile circles that another 
company, Packard Motor Car Co., 
will enter the lower price field 
during the year. 

If the rumors are just half true, 
Packard will make an awfully 
large splash in the field—along 
about September. . 


Atlanta Papers 
Set Rates; No 
AM-TV Decision 


ATLanta—A flat rate of 85¢ a 
line has been set for the Atlanta 
Journal and Constitution. They 
will be sold only in combination 
when final merger of the two in 
Atlanta Newspapers Inc. becomes 
effective. 

The Sunday edition, a single 
newspaper carrying the mastheads 
of the merged papers, will be sold 
at 90¢ a line. Current rates are 
43¢ daily, 48¢ Sunday for the Con- 
stitution, and 53¢ and 63¢ for the 
Journal, 

Both the Journal and Constitu- 
tion plants will continue in opera- 
tion, with separate business and 
editorial staffs, until facilities can 
be expanded sufficiently to handle 
them from a single plant. Mac 
Winn, advertising director of the 
Journal, has been appointed to 
that post for the combination. No 
other personnel changes will be 
made for the present. 

First issue of the combined Sun- 
day paper will appear June 4, car- 
rying This Week Magazine and a 
locally edited gravure magazine 
from the Journal, and, from the 
Constitution, The American Week- 
ly and Puck—the Comic Weekly. 
This setup will be revised when 
current contracts run out later in 
the year. 


Disposition of radio properties 
is still pending. The Journal oper- 
ates WSB, a 50,000-watt clear- 
channel station affiliated with the 
National Broadcasting Co., and 
WSB-FM and -TV. 

The Constitution has WCON, a 
5,000-waiter affiliated with Amer- 
ican Broadcasting Co., and has just 
completed a transmitting tower 
for WCON-TV, which was sched- 
uled to start operation June 1. 

The tower, now being tested, is 
one of the factors on which a sta- 
tion sale hinges. WSB may want it, 
but so does Fort Industry Co., 
which operates WAGA (AM, FM 
and TV) and has made a bid for 
the purchase of WCON. 

WAGA, a CBS affiliate oper- 
ating on 590 kilocycles, has been 
plagued by interference from 
Cuba. Its plan, if FCC approves 
the deal, is to continue the WAGA 
call letters on the WCON wave- 
length and to use the newly con- 
structed TV tower, if t can get it, 
for WAGA-TV. 


‘Parade’ and Metro 
Magazines Join BofA 


New YorK—Parade and the 
Metropolitan Sunday Magazine 
Group have joined the Bureau of 
Advertising, ANPA, as associate 
members, it was announced by 
Harold S. Barnes, bureau director. 

This marks a new departure for 


the organization. Heretofore, mem- | 
bership has been confined to daily | 


newspapers, with newspaper rep- 
resentatives having associate mem- 
bership. 

Annual newspaper revenue re- 
ports of the bureau, however, have 
included the figures on local and 
syndicated Sunday magazines. 

No information was available on 
whether This Week Magazine or 
The American Weekly will join the 
bureau. 


Opens Direct Mail Agency 


Carl Wilkins, formerly adver- 
tising and sales promotion manager 
of Gerber Products Co., manufac- 
turer of baby foods, has established 
a direct mail agency in Fremont, 
Mich. He will specialize in baby 
lists and promotions for national 
manufacturers who wish to reach 
the young mother market. 


Last Minute News Flashes 


Carpet Advertising Gains with Spring Push 


New YorK—Midway through its spring promotion, set to run April 
16-27, the Carpet Institute estimates that its members have spent $1,- 
200,000 in advertising (compared with $1,000,000 in 1949) and more 
than 5,000 stores have spent $3,500,000 (compared with the $2,500,000 
spent by 2,500 stores in 1949). 


Spector Appoints Mottern Creative Head 

New YorK—Edward Mottern, copy chief of Raymond Spector Co., 
has been appointed vice-president in charge of all creative activities. 
Formerly in this position, with the title of director of client service, 
was William T. Malone, who joined Victor Van Der Linde Co. several 
months ago. 


‘Washington Post’ Names Sawyer-Ferguson 


New YorK—The Washington Post has appointed Sawyer-Ferguson- 
Walker Co. as its national advertising representative. The account was 
formerly held, for 17 years, by Osborn, Scolaro, Meeker & Scott. 


Dixon’‘s Paint Goes to Rickard & Co. 


JersEY Crry—Joseph Dixon Crucible Co. has assigned its paint divi- 
sion account to Rickard & Co., which also has the lubricant and gra- 
phite division. The paint division was formerly handled by Beatty 
& Oliver, which resigned it. 


Warner Wilson Joins D-F-S; Other Late News 


e Warner M. Wilson has joined Dancer-Fitzgerald-Sample as an 
account executive in the New York office. He was formerly with Foote, 
Cone & Belding in Chicago and, before wartime Navy service, with Lord 
& Thomas in San Francisco. 


@ Dodge Taylor, chairman, Florida Citrus Commission, told the Na- 
tional Wholesale Frozen Food Distributors Association in New York 
last week that while the industry’s future depended on frozen concen- 
trates, it “is vitally important that all present avenues of distribution 
be kept open for fresh fruit and canned juices.” He predicted a citrus 
producing acreage increase in Florida by 1953 of 46,500 acres and a 
production increase from last year’s 93,000,000 boxes of oranges to 125,- 
000,000 boxes. 


e Worthington Pump & Machinery Corp., Harrison, N. J., has ap- 
pointed Walther H. Feldmann, president of its subsidiary, Electric 
Machinery Mfg. Co., Minneapolis, as vice-president in charge of sales 
for Worthington. John J. Summersby becomes vice-president in charge 
of purchases, and Frederic W. Thomas, general manager of purchases. 


e Colonial Radio Corp., a subsidiary of Sylvania Electric Products, 
Buffalo, will introduce a line of Sylvania radio sets soon. Table models, 
then portables and clock radios will be included in this new line—the 
first consumer radio receivers to be marketed by Sylvania. 


e J. Alden Joice of the research and merchandising department, Good- 
kind, Joice & Morgan, Chicago, has been appointed assistant media 
director. Florence A. Neighbors continues as media director and secre- 
tary of the company. 


e Colonial Radio Corp. reportedly will sponsor the football “game of 
the week” over ABC this fall to advertise Sylvania television sets. Ken- 
yon & Eckhardt is the agency. 


e Fairchild Instrument & Camera Corp. has signed 25 more newspapers 
for its photo-electric engraver service, bringing the total to 260. A 
recent survey of the 235 plants now using the machine indicated en- 
graving costs can be kept as low as 7¢ a square inch, C. A. Harrison, 
vice-president for sales, said. The electronic device makes half-tone 
plastic plates directly from photographs up to 8” by 10”. 


e West End Brewing Co., Utica, N. Y., has expanded newspaper ad- 
vertising for Utica Club beer in the New York area to include 600-line 
ads in the New York Journal American and News with expanded dis- 
tribution of the brew in metropolitan markets. Utica Club ads hereto- 
fore were appearing as 200-line insertions. Moser & Cotins is the agency. 


e Virgil Malcher, for the past five years manager of the Chicago and 
Detroit offices of Philadelphia Daily News, has resigned. He will con- 
tinue his long established publishers’ representative business. 


e Schwimmer & Scott late last week was revealed as agency for Peter 
Fox Brewing Co. on its telecasting of Chicago White Sox daytime 
games over WGN-TV. Agency for other Fox DeLuxe advertising will 
be decided shortly. 


Strotz Rejoins Brewer 
as Minneapolis Manager 


Charles Strotz 
has rejoined 
Bruce B. Brewer 
& Co. as manager 
of the agency’s 
Minneapolis of- 
fice. He was for- 
merly vice-pres- 
ident in charge of 
sales of Childers 
Mfg. Co., Hous- 
ton. Prior to that 
Mr. Strotz was an 
account executive 
in the Kansas City office of the 
Brewer agency. 


Ad Bureau Names Greene 
as Assistant Director 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has appointed William 
A. Greene, for- 
merly executive 
assistant to the 
director, as as- 
sistant director, 
effective May 1. 
Mr. Greene takes 
the post left va- 
cant by Harold S. 
Barnes, who was 
named director of 
the organization 
in October, 1948. 

Mr. Greene 
joined the bureau 


Strotz 


Charles 


William Greene 


in 1940 following service as a 
member of the advertising staff of 


‘the New York Herald Tribune. He 


served as an account executive on 
the national sales staff until ad- 
vanced to an executive assistant 
late in 1948. 


Denman & Betteridge Moves 


Denman & Betteridge, Detroit 
agency, has moved its offices to 
larger quarters in the Buhl Bldg. 


Pitcairn Joins Agency 


William Pitcairn, formerly ad- 
vertising manager of Doulton & 
Co., has joined Givaudan Adver- 
tising, New York, as an account 
executive. 


Block Cancels CBS Show 


Block Drug Co. will discontinue 
sponsorship of George Burns and 
Gracie Allen (CBS) after May 17. 
Cecil & Presbrey is the agency for 
the Amm-i-dent show. 


15 
Putman Gives NIAA 


10 Prints of Wolff 
Advertising Movie 


Cuicaco—First major sale of the 
Laovie depicting the role of adver- 
tising in American life, which has 
just been produced by Raphael G. 
Wolff Studios, Los Angeles, has 
been made to Putman Publishing 
Co., Chicago. 

Putman, which publishes Chem- 
ical Processing and Food Process- 
ing, has purchased 10 prints of the 
film and turned them over to the 
National Industrial Advertisers 
Association, for use by the organ- 
ization’s local chapters. 

The picture, a 16mm sound color 
job using both live and cartoon 
techniques, runs 20 minutes. It was 
produced by Wolff, at a reported 
cost in excess of $50,000, as a non- 
profit contribution to the cause 
of advertising, and for screening to 
advertising groups, business organ- 
izations, women’s clubs, schools, 
colleges and churches. 


a The film was first shown to the 
Association of National Advertis- 
ers and the American Association 
of Advertising Agencies at their 
recent meetings. Originally titled 
“The Big Pitch,” the name has now 
been changed to “The Magic Key,” 
emphasizing the theme that ad- 
vertising is the magic key which 
has harnessed mass distribution to 
mass production. 

The Putman Publishing Co. now 
has in production at the Wolff 
studios a film on industrial adver- 
tising, “The Radar of Selling,” 
which is to be premiered at the 
NIAA convention in Los Angeles 
June 29-July 1. This film is being 
made in cooperation with the 
NIAA, which will make it avail- 
able for chapter showings, es- 
pecially to management men. 

a . = 
FTC’s Motives Hit 
by Bristol-Myers 
on Antihistamines 

WasHINGTON—Bristol-Myers Co., 
New York, last week accused the 
Federal Trade Commission of pro- 
secuting its antihistamine cases in 
order to curry favor with medical 
groups “and* Various members of 
Congress.” 

Denying there is anything wrong 
with the ads it uses for Resistab, 
one of four antihistamine products 
attacked by the commission, the 
firm charged that FTC is “predis- 
posed” to issue a “guilty” verdict. 

Because of this the company said 
Resistab cannot receive “the dis- 
interested and unprejudiced trial 
to which it is entitled by law.” 

Besides denying that its ads are 
misleading, Bristol-Myers demand- 
ed a bill of particulars to support 
FTC’s contention that Resistab 
taken as directed may be unsafe 
and produce injury or harm to the 
user. 

FTC struck back immediately, 
announcing that the firm’s accu- 
sations against the commission 
“would be considered stricken 
from the record because they are 
not responsive to any factual al- 
legation in the complaint.” 


a Meanwhile, FTC pushed ahead 
with unprecedented speed on the 
antihistamine cases, scheduling 
hearings for April 28 on its com- 
plaint against Anahist Co. 

The Anahist hearing was fixed 
immediately upon receipt of an 
official answer from the company 
denying advertising irregularities. 
It also denied that it lacks proof 
of the product’s effectiveness. As 
to the charge that the cold remedy 
may be dangerous to some people, 
Anahist pointed out that it has 
the approval of the Food and Drug 
Administration. 

Whitehall Pharmacal Co., maker 
of Kriptin, also filed a statement 
denying FTC charges. 
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TV Programming 
Problem Covered 
at NAB Meeting 


Speakers at Video 
Session Stress Need 
for More Local Shows 


CuIcaco—The problem of de- 
veloping enough good television 
programs to fill a station’s broad- 
cast hours and hold an audience 
took the spotlight at the television 


Broadcasters 
session of the National Association 
of Broadcasters’ 28th annual con- 
vention here last week. 

Unlike many of the convention 
sessions, the television meeting was 
primarily a “workshop” session. It 
pulled the largest audience of any 
convention session and delegates 
displayed a great deal of interest— 
in contrast to most of the other 
NAB meetings. 


ws Robert C. Tait, president of 
Stromberg-Carlson Co., Rochester, 
told the group that the majority 
of video shows now on the air are 
entertainment programs, but that 
there are indications that viewers 


se 


~ FILLING-IN, 


LETTER SHOP, Inc. 
Chicage 5, Illinois 


THE 
41 &. Dearborn &t., 


ia, Ey) 


are tiring of a steady entertain- 
ment diet. 

“I definitely do not mean to 
imply that entertainment shows 
are bad,” he declared, “but I 
think it is about time broadcasters 
investigated the possibility of edu- 
cational programming, in order to 
stem the tide of criticism from pro- 
fessional ‘do-gooders.’” 

“I’m a business man,” he con- 
tinued, “and I think there are in- 
finite possibilities for educational 
shows. There are thousands of peo- 
ple in this country who are 
ashamed to show their faces in 
adult night-school classes but who 
would welcome the opportunity to 
sop up knowledge privately at 
home. 


a “I believe,” Mr. Tait continued, 
“that an educational video show 
could be just as ‘hot’ a commercial 
venture as any entertainment pro- 
gram now going, and I’m willing 
to bet the experts that someone 
makes a big success of this type 
of show in the very near future.” 

He cited various predictions of 
the possible future growth of the 
television medium and the rapidly 
increasing cost of producing -net- 
work shows, and said: “I believe 
this problem is something for us 
to begin worrying about now.” He 
called on video broadcasters to be- 
gin thinking seriously of ways and 
means for cutting out numerous 
production extravagancies. 

Mr. Tait observed that many 
variety shows now on the air are 
based on the crowd psychology of 
the theater, but while such shows 
may be enjoyed by a large audi- 
ence, the viewer in the home has 
a different attitude—he is not car- 
ried along by the mass psychology. 


= “Television,” he said, “must be- 
come increasingly more intimate, 


more informal and more personal. 
Moreover, because television shows 
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ton led the 
In 1949, Charleston’s two 


1949 
20,943,494 lines 


1949 
81,019 S & E Comb. 
(Sept. 30, 1949 ABC) 


CHARLESTON’S 1949 ABC 
130,693 — LARGEST 


PROGRESSING 
WITH THE SOUTH 


—and setting the pace! 
In 1949, the City of Charleston, the Charleston Metro- 


politan County Area and the prosperous, responsive 
18 County Trading Area all made substantial gains in 
the vital things that make a market a must for na- 
tional advertisers; gains in population, effective buy- 
ing income and retail sales. 


In 1949, other substantial gains that were made in Charleston, city 
and county, included property values, industrial payrolls, value 
manufactured products, automobile registrations, tax collections, 
postal receipts, customs receipts, imports and e 
cargo tonnage. In 1949 the Federal Reserve Report shows that Charles- 
utheast in department store sales. 


AND COURIER and THE CHARLESTON EVE- 
NING POST set an all-time high in advertising line- 
age, general, retail and classified. 


These comparative figures show the growing recognition 
of the importance of these newspapers and the markets 
their circulation so effectively covers: 


GAINS in EVENING POST-NEWS AND COURIER ADVERTISING LINEAGE 


GAINS in EVENING POST-NEWS AND COURIER CIRCULATION 


THE CHARLESTON EVENING Post 


— The News and Courier 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO. 


ON CHARLESTON! 


orts and general 


newspapers, THE NEWS 


1948 
. 19,817,030 lines 


1948 
77,566 S & E Comb. 
(Sept. 30, 1948 ABC) 


CITY ZONE POPULATION 
IN THE CAROLINAS 


SMUG—"The client,” says this Constance 
Bannister character, “is our only interest.” 
He is one of 16 admen of the pre-ulcer 
generation pictured in a pamphlet called 
“Stork’s Eye View of Advertising Men.” 
Parents’ Magazine, its publisher, offers to 
send a copy free on request to anyone in 
advertising. 


play in the living room, TV broad- 
casters will have to insist on good 
taste. 

“As a matter of good business, 
it is about time the industry set 
up standards to offset outside criti- 
cism and eliminate the possibility 
of future government censorship,” 
he asserted. 

Throughout the Wednesday 
morning television meeting, speak- 
ers returned to the subject of pro- 
gramming. Burr Tillstrom, creator 
of “Kukla, Fran & Ollie,”. argued 
that if a “Chicago-style” TV show 
exists—as a number of trade writ- 
ers have suggested—it is a relaxed, 
informal style, the same _ style 
which characterizes almost any 
local program. 

In building a popular local show, 
he said, “give it time to develop 
and build. You have to nurture it. 
You have to have patience.” 


s Robert D. Swezey, manager of 
Station WDSU, New Orleans, also 
accented the importance of local 
programming. “Every station,” he 
said, “should recognize the essen- 
tial importance of doing a sound 
and fairly extensive live local pro- 
gramming job. 

“In my opinion, a local television 
station can no more rely solely on 
national program service from net- 
work and other sources—however 
fine the quality of that service 
may be—than a local newspaper 
can depend solely upon national 
press services. 

“The necessary talent and ma- 
terial for a good local program- 
ming job can be found in almost 
any community in the United 
States...\ ocal shows should be- 
gin where national programming 
leaves off and should be predicated 
upon simple formats, which can be 
presented well within the scope of 
the facilities, talent and materials 
at hand.” 

Most important, he continued, is 
the fact that “local advertisers will 
support good local programs... It 
seems to me that a television ad- 
vertiser has not only to think of 
today’s dollar, but if he has any 
real confidence in the future of 
television, he must build as well 
for tomorrow. If we think more 
about building our product, the 
dollars will follow.” 


a Marion Harper Jr., president of 
McCann-Erickson Inc., said that 
advertisers and agencies will use 
the medium if they. are convinced 
of three things: 

1. Television is able to establish 
and hold the respect of consumers. 
2. Television can provide mer- 
chandisable coverage in its mar- 
kets. 

3. TV must prove that it can 
achieve marketing objectives. 

He showed a series of 11 slides, 
containing published data, to sup- 
port his contention that the me- 
dium can do all three things now. 
“But agencies,” he said, “need 
more information on the results of 


campaigns in the markets they 


serve, and they need all possible 
data on the markets serviced by in- 
dividual stations.” 


s Speaking on the subject of mak- 
ing television pay off for the 
station, John M. Outler Jr. of Sta- 
tion WSB, Atlanta, said that tele- 
vision’s glamor days are over, “ro- 
mance selling is a thing of the past. 
“Today, advertisers will only buy 
when the price is right and when 
they get a good return. The whole 
trick in making a TV station vrofit- 
able is circulation, and you won’t 
have an audience without good 
programs.” He added that “the 
ime when television stations be- 
gin making money is not too dis- 
tant.” 


# Hal Roach, Hollywood producer, 
declared: “There have never been 
enough good performers or ma- 
terial in show business. If the en- 
tire movie industry output—27 
hours of motion pictures weekly, 
at a cost of $350,000,000—were 
turned over to television, there 
wouldn’t be enough to program 
one television station in a mar- 
ket.” 

The television industry, he said, 
is going to need 280 hours of pro- 
grams a week, and “if Hollywood 
won’t give you TV broadcasters 
its stars, you’ll have to go out 
and find stars for yourself. 

“Get smart,” Mr. Roach con- 
tinued. “Get some energetic young 
people in your community, give 
them encouragement, let them go 
to work on their ideas, put the 
shows on if you think they are any 
good and let the audience be the 
judge. After all, where do you 
think all of the Hollywood stars 
originally came from? They weren’t 
born in the studios. 


w “Remember too,” he continued, 
“that movies today may run for 
more than an hour, but for the 
first ten years of the movie indus- 
try, motion pictures were never 
longer than 18 minutes in length.” 
Mr. Roach also included a pitch 
for Hollywood. “Shows for tele- 
vision can be made in Hollywood 
at a price advertisers can afford,” 
he said, and added that after 40 
years of collecting, there are more 
than $300,000,000 worth of “photo- 
genic things” in Hollywood—props, 
equipment, etc—and that these 
things can be put to work for tele- 
vision too. 
Eugene Thomas of WOIC ad- 
dressed the group on the services 


. 
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which NAB’s television departmep 
is providing broadcasters. He oyt 
lined the development of the Ty 
section and listed the sales aj 
and sales promotional mat 
which have been prepared. TV clip. 
ics will be included as part of the 
— district meetings this fall, he 

Ernest Walling of the Nationg 
Broadcasting Co. described how 4 
television program is produced, 4 
step-by-step resume of the deyegl. 
opment from story idea to finisheg 
production. 


® At the television luncheon 
Wednesday, Dwight W. Martin of 
Station WLW reported on the 
progress of the all-industry com. 
mittee which has been negotiating 
with Ascap regarding charges for 
using music on television. 

The major problems, he said, in- 
clude spot announcement rates, 
rates for programs with partici- 
pating sponsors, film rights, com 
mercial and sustaining rates, 
multiple licensing question and 
incidental rates. 

He said accomplishments to date 
are largely negative and _ that 
longer and more extensive negoti- 
ations with Ascap are necessary 
before an agreement is reached. 

Mr. Martin said that the major 
reasons why the industry and As. 
cap have been unable to get to- 
gether are fear and ignorance, 
“We need more information on 
over-all TV programming,” he 
said, “the changes which it has 
undergone and an idea of what it 
will be like a year from now.” 

In order to obtain the needed in- 
formation, he said, broadcasters 
will be asked for money. “It is im- 
perative that the money be forth- 
coming. After all, you wouldnt 
think of going into union negoti- 
ations without as much _infor- 
mation as the union has, but that 
is what we will be forced to do 
with Ascap if we don’t have the 
data.” 


Dinion Appoints Stuart 

Jay Stuart, formerly art traffic- 
production director of Lawrence 
Fertig Inc., has been appointed 
production director of Erwin Din- 
ion & Co., New York agency. 


Sharp to Ohio Advertising 
John T. Sharp, formerly sales 

representative of Station WJMO, 

Cleveland, has been named an ac- 


count executive of Ohio Advertis- 
ing Agency, Cleveland. 
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%§ Magic Washer Hits 
he Tv at ‘No-Rinse’ Suds 


RESEARCHERS’ LUNCHEON—Talking shop before a luncheon for research directors 
at the Stork Club in New York were: Rudolph Pecorini, Grant Advertising; W. H. 
Mullen, Magazine Advertising Bureau; and William G. Bell, research director, 
Bureau of Advertising, ANPA. The luncheon was given by Customer Audit Bureau 


Kieu ata SHE aie its 


to present information about department store customers. 


vice-president of the National 
Concert & Artists Corp. In 1946 he 
established his own business in 
New York, handling radio produc- 
tion and artists. A member of the 
Radio Pioneers Club, he was a 
founding member and former di- 
rector of the Advertising Club of 
New York. 


MEYER COHEN 
PHILADELPHIA—Meyer Cohen, 59, 
an account executive with the 
Harry Feigenbaum Advertising 
Agency here, died April 13. 


WILLIAM F. STOVALL 

TAMPA, FLA.—William Fisher 
Stovall, 81, founder of the Tampa 
Morning Tribune, died April 16. 
He brought out the first issue of 
the Tribune in 1893 and relin- 
quished control 32 years later to 


vall then launched the Tampa 
Telegraph, which was bought out! 
eight months later by the Tribune. 


was active in the New York State 
Publishers Association for many 


TorontTo—Noble Scott, 79, presi- 
dent and founder of the Toronto 
printing company bearing his 
name, died here suddenly April 14. 
He came here from Ireland as a boy, 
and more than 30 years ago estab- 
lished the company which he 


EDWARD T. BATCHELDER 

New York—Edward T. Batchel- 
der, 44, vice-president and secre- 
tary of the Asso- 
ciation of Nation- 
mee al Advertisers, 
a died April 17 at 
= his home in North 
Tarrytown, N. Y. 
A native of Sa- 
lem, Mass., he 
was graduated 
from Harvard 
College in 1930 
and the Harvard 

E. T. Batchelder Business School 

in 1932. During 
his college vacations he worked 
for R. H. Macy & Co. here. 

After leaving Harvard he joined 
the sales staff of the Hampton 
Mfg. Co., here, of which he later 
became a director. In 1936, he 
joined the staff of the Association 
of National Advertisers, and in 


1940 was elected secretary. In 


te in Newspaper Ads 
Of the (Picture on Page 1) 
fall, he} BURLINGTON, Ia.—lIowa Soap Co., 
maker of Magic Washer granu- 
lationaj} lated soap, has joined the ranks of 
how a} soap manufacturers who have de- 
uced, g] clared war on the “no-rinse” de- 
devel. | tergents. The company ran full- 
inished e ads last week in newspapers 
in Chicago, St. Louis, Detroit, Kan- 
sas City, Philadelphia and Min- 
2on gn pneapolis, headlined ‘The Truth 
rtin off about ‘No-Rinse’ Washing!” 
mn thes Copy in the ads reads: “Wouldn’t 
; com.§ you like to really know if ‘no 
tiatings rinse’ washing with ANY TYPE or 
zes for KIND of family washing product 
will work? Well—it’s easy for you 
1id, in-§ to find out for sure—because a 
rates§ simple test that takes but a few 
articj.§ minutes to make will prove that 
, com-§ proper rinsing is indispensable to 
2S, getting clothes clean.” 
n and 
a The test, the copy goes on to 
to date# explain, consists of ironing clothes years. 
| that§ that haven’t been rinsed, and no- 
1egoti.§ ticing that they do turn yellow. 
can This, the ad continues, is contrary NOBLE SCOTT 
hed. | to “no-rinse” manufacturers’ 
major} claims. The ad also points out that 
id As-§ clothes will get gray if they are 
‘et to. not rinsed, and that there can be 
rance,j a higher bacteria count in the 
on on} wash water when a “no-rinse” is 
Ty he 4 
it has} Procter & Gamble’s American | headed. 
rhat it} Family flakes was one of the first 
w.” to take a crack at no-rinse suds, 
ed in- | using page ads to stress American 
asters Family’s superiority (AA, March 
is im-} 6). 
forth- Magic Washer is distributed na- 
juldn’t } tionally and uses radio spots and 
egoti- | newspaper advertising, plus a pre- 
infor- § mium of a piece of silver-plated 
t that { flatware inside each box of soap. 
to do Iowa Soap Co. also is running 
re the} large-space ads on its Nola soap 
flakes in major markets, but full 
pages up to last week stressed a 
premium offer and made no men- 
affic- | tion of the “no-rinse” issue. 
rence Weston-Barnett Inc., Waterloo, 
inted | Ia., handles the account. 
- Din- 
EDWARD H. MILLS 
~ GLOVERSVILLE, N. Y.—Edward H. 
ells, 63, general manager of the 
Sales ersville Morning Herald and 
JMO, the Leader-Republican, died here 
me tid April 15. He was also vice-presi- 
ertis-§ dent of the William B. Collins Co., 
which operates both papers. ‘He 
How Alexander Smith 
) ow Alexander Smith & Sons 
puts more sales push 
a e | 
behind its carpet advertising 
Alexander Smith & Sons starts a big, new advertising 
campaign for rugs and carpets in May. That cam- 
paign will be carried exclusively in New York, world’s 
2p biggest market, in The New York Times. Reason, given 
‘ by John Goodwillie, advertising direotor : 
“The Times not only sells home-conscious families all 
over Metropolitan New York, but also thousands of 
families throughout the country who make up our 
retailers’ best customers. We believe the impact of this 
advertising in The Times will give our retailers the 
kind of advertising support that will make their selling 
job easier.” 
a 
NOIS 


1948 he became vice-president. 


He was a director of the Brand 


Until recently Mr. Stoval had been 
active locally in real estate and 
building operations. 


a syndicate for $1,200,000. Mr. Sto-|f 


Names Foundation, a past presi- 
dent of the Harvard Business 
School Club of New York, and a 


E. S. BOWLING 


NEw YorK—Edgar Simeon Bowl-| 


member of the Salem Marine As- 


sociation. 


D. S. TUTHILL 


NORWALK, Conn.—Daniel S. Tut- 
hill, 53, former general sales man- 
ager and assistant to the president 
of National Broadcasting Co., died 
of a heart ailment April 14 in Nor- 
Born in South 
Orange, N. J., he attended Colum- 
bia University and began his career 
in advertising in 1925 when he 


walk Hospital. 


joined NBC. 


In 1941 he became executive 


ing, 74, a director of P. Lorillard | 
Co. for 15 years, and a former 
vice-president and director of 
Brown & Williamson Tobacco Co., 
died April 15. 


A. E. SANSOUCY 

OGpENSBURG, CONN.—A. Eugene 
Sansoucy, 69, former publisher of 
the Ogdensburg Republican Jour- 
nal, died here April 15 after a long 
illness. After a long newspaper 
career, he came here in 1918 as 
general manager of the Republican 
Journal and later became its 
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| PRODUCING IDEAS 


77 


owner. He sold the paper in 1928 
to the Gannett Corp. 


JOSEPH FRANKEL 

SAUGERTIES, N. Y.—Joseph Wal- 
lace Frankel, 77, editor and busi- 
ness manager of the Saugerties 
‘Daily Post and the Saugerties 
Telegraph, a weekly, died of a 
heart attack in his office April 15. 


Hunter Leaves Schrader's 

David S. Hunter has resigned as 
advertising manager of A. Schra- 
der’s Son, division of Scovill Mfg. 
Co., Brooklyn 


Adele Sanit Joins Hilton 

Adele James, formerly with 
Compton Advertising Agency, has 
joined the copy department of 
Peter Hiltsn Inc., New York. 


A TECHNIQUE FOR 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns,and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as h- -~s5) 
“as definite as the process by 
which motor cars are produces 

Enthusiastically endorsed ™% 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 

(90¢ ea. in quantities of 
10 or more) 


FILL IN AND MAIL THIS 
COUPON TODAY 


pdveiaee Publications, Inc. 
iv. 
200 E. Illinois St., Chicago 11, Ill. 


Gentlemen: 
Please send me on 10-day money- 


back guarantee...... copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 
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How one Company Grew 


FOUR TIMES FASTE 


r than its market! 


A sales story that influenced millions of families nearly doubled 
this manufacturer's multi-million-dollar business in 4 years . . . 


@ The fabled stork is a fabulous salesman—for 


birthrate. In this § 
_ Of its advertising 
in any other magazire. 


with the con ‘ve of new babies, families intensify 
their buyi \ § ‘nds of merchandise . . . soaps, 
cloth ¢  @ . appliances, food and drug- 
store é} &; wt) sutomobiles, diamonds ¢"\) 
insuranc: Bi). &} 
C asidety Ss? Bi (54  Gerer Py 

Company of } E Bich 

commercial ba: F £ 

» 


ay 


What happened duriry =~ which 
Gerber almost doubled iis \ — busi- 
ness? Between 1940 and Is5 tA high, 
but it went even higher biwe . pom i9-—to 
average 24.4 births per 1 ~ of 
increase over preceding » “ 

Fastes 3 irket: 
Compare this v it | ened to Gerber’s saies. 
In 1946 they st 21,094,061, then climbed—by 
1949—to $39,0. . Rate of increase was 85%... 
or a growth fo -r times (aster than that of Gerber’s 
potential market! 


How was this dene’ “ie oug! Gerber’s skill in pro 
duction, marketing, merchancising—plus its use oi 
mass medium advertising to reach and influence mil- 
lions of families . . . and thts create demand. 

It is no coincide’.e that during its most rapid 
growth Gerber allotted more of its advertising dollars 


to The American Weekly than to any other national 
magazine. $69,750 in 1946. $78,500 in 1947. $123,500 
in 1948 . . . and $134,400 in 1949. 

Gerber proved to its own satisfaction the ability of 
The American Weekly to reach families in 9 4% million 
homes—and create, for baby foods, the same favor- 
able sales climate it has created for products ranging 
from cosmetics to diamonds. 


Good reading makes good customers: 


With its editorial program planned primarily on en- 
tertainmemn and the basic human interests, The Amer- 
ican Weekly provides each member of the family with 
reading material to grasp and hold attention. Each 
issue carries fascinating articles on the loves and 
romances of real people—and achievements of those 
in high places. Medical and scientific advances are 
authoritatively treated. Education, history, tragedy, 
and religion are regular features in this great magazine. 
There is lit-‘e wonder, then, that with such an edi- 
torial appro: zh The American Weekly delivers a 
vrimted advertising message to more people in more 
omes than any other national magazine. Its depth 
of penetration into our major markets thus creates— 
for manufacturers who advertise package goods as 
‘| as automobiles—the same acceptance it created 
‘or Gerber baby foods. 


Another side of the picture: 


Merchants, manufacturers, and their advertising 
agents will find added significance in “‘case histories” 
of direct sales—measured in dollars and cents—and 
delivered by The American Weekly. 


For example: In 1949, the maker of a leading laundn 
product offered—in The American Weekly and four 
other national magazines—a pair of scatter pins im 
return for 25¢ and a box top from the advertised 
product. The offer was also made through newspapers 
and store displays. 

In the first 9 days, one magazine—The Americati 
Weekly— produced 32,997 orders, against 21,471 pro- 
duced by all four of the other magazines. . . plug 


newspapers and displays. The American Weekly pro- 


duced 54% more orders than all others combined! 


Through The American Weekly, advertising mes 
sages attain circulation of 9,495,541 A.B.C., provid- 
ing a minimum of 20% family coverage in 4,349 
places of 1,000 population and over—and at the 
lowest cost, as shown: *Latest Cost per color 


net paid page per thou- 
circulations sand circulation 


The American Weekly +9,495,541 $2.42 
' reserves Ol! 4.48 
Saturday Evening Post 4,010,219 3.99 
Comers occ c ese EGR 3.58 
eer rrrrrre 3.86 


*The above figures for The American Weekly represent the 
combined circulations of the 21 great Sunday newspapers which 
distribute this magazine and are based on the figures as shown 
in the individual A.B.C. publishers’ statements of the compris- 
ing components for the 6 months ending September 30, 1949. 
All other figu:es are from A.B.C. publishers’ statements for 
period ending December 31, 1949. 


tPlus circulation of the new Sunday New Orleans Item. 


THE AMERICAN 
\WEEKLY 


“‘A Hearst Publication’’ 
MAIN OFFICE: 63 VESEY,|STREET, NEW YORK 7, N.Y. 
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